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By  C.  Langhorne  Washburn 

Assistant  Secretary 

of  Commerce  for  Tourism 


Despite  such  influences  as  the 
energy  crisis  and  increasing  world- 
wide inflation,  the  United  States  con- 
tinued to  hold  its  popularity  as  a 
destination  for  international  visitors 
in  1974. 

This  Nation  welcomed  some 
14.12  million  visitors  in  1974,  up 
slightly  from  1973's  record  13.95 
million  arrivals.  Tourism  receipts 
reached  a  high  mark  of  $4.69  billion, 
up  17  percent  from  the  $3.99  billion 
received  in  1973. 

For  the  second  consecutive  year, 
this  Nation's  travel  deficit — the  dif- 
ference between  the  amount  spent  by 
Americans  traveling  abroad  and  the 
amount  spent  in  the  USA  by  incom- 
ing travelers — decreased,  dropping 
under  the  $3  billion  mark  for  the  first 
time  since  1971. 

Recognized  as  a  vital  segment  of 
the  Nation's  economy,  tourism  in  the 
USA  is  estimated  to  be  a  $61  billion 
business,  employing  some  four  mil- 
lion people.  International  tourism  is 
a  significant  part  of  this  economic 
category,  with  every  50  visitors  to 
this  country  supporting  one  Ameri- 
can job. 

United  States  Travel  Service 
(USTS)  reached  a  number  of  mile- 
stones in  1974  as  the  agency  contin- 
ued efforts  to  promote  international 
tourism  to  the  USA.  Among  these 
accomplishments: 

Tour  development  efforts  were 
expanded  from  the  two  test  markets 
of  1973  to  all  six  USTS  market-na- 
tions— nations  which  collectively  ac- 
count for  more  than  75  percent  of 
total  foreign  visitor  receipts.  More 
than  100  tour  programs  were  under- 
taken by  over  40  international  tour 
operators,  assisted  by  a  $1.1  million 
USTS  investment.  These  tours  were 
purchased  by  205,000  visitors,  gener- 
ating more  than  $81  million  in  for- 


eign exchange  earnings  for  the  USA 
in  1974. 

A  system  of  713  Travel  Planning 
Centers  was  established  during  1974 
in  USTS'  six  market-nations.  These 
centers — travel  agencies  that  sell 
USA-bound  travel  and  serve  as  infor- 
mation offices  for  the  general  public 
interested  in  travel  to  the  USA — are  a 
vital  link  abroad  between  USTS  and 
the  people  of  the  six  nations. 

The  USTS'  Mobile  Exhibit  con- 
tinued its  around-the-world  mission, 
appearing  in  Paris  for  five  months. 
Nearly  a  quarter-of-a-million  French 
visitors  to  the  exhibit  viewed  the 
spectacular  audio/visual  invitation  to 
visit  the  USA. 

Host  services  programs,  de- 
signed to  facilitate  the  stays  of  visi- 
tors from  non-English-speaking  na- 
tions, were  improved  and  expanded 
in  preparation  for  the  Bicentennial 
Era.  Featured  programs  included 
USTS'  corps  of  multilingual  port  re- 
ceptionists and  hotel/motel  language 
certification. 

In  addition,  USTS  surveyed  serv- 
ices for  incoming  travelers  currently 
sponsored  by  various  groups 
throughout  the  USA  and  published 
the  findings  in  Action  Guide.  The 
booklet,  and  accompanying  instruc- 
tional film,  provide  the  basis  of  a 
USTS  educational  program  public 
and  private  groups  can  use  to  better 
serve  international  guests. 

The  USTS  expanded  its  match- 
ing grants  program,  assisting  cities, 
states  and  non-profit  organizations  in 
promoting  travel  to  the  USA  and  in 
improving  domestic  services  to  visi- 
tors from  abroad.  Grants  totaling  $1,- 
016,474  were  awarded  to  recipients 
in  31  states,  Puerto  Rico  and  the 
District  of  Columbia. 


The  sixth  annual  Discover  Amer- 
ica Pow  Wow  and  Travel  Mart,  co- 
sponsored  by  USTS  and  Discover 
America  Travel  Organizations,  Inc. 
(DATO),  broke  all  previous  records 
for  sale  of  travel  to  the  USA.  Some 
420  international  travel  agents  and 
260  U.S.  travel  firms  participated  in 
the  Orlando,  Florida,  meeting,  which 
resulted  in  $50  million  in  sales  of 
U.S.  travel  business. 

The  Office  of  Expositions  and 
Special  Projects  was  created  in  1974, 
resulting  from  the  transfer  to  USTS  of 
the  U.S.  Expositions  Staff  from  the 
Department  of  Commerce's  Domestic 
and  International  Business  Adminis- 
tration. 

In  carrying  out  its  tourism  devel- 
opment mission,  USTS  continued  to 
cooperate  closely  with  other  organi- 
zations and  agencies,  including  Dis- 
cover America  Travel  Organizations, 
Inc.,  U.S.  Travel  Data  Center,  Immi- 
gration and  Naturalization  Service, 
Civil  Aeronautics  Board,  Department 
of  Transportation,  Department  of 
State  and  the  United  States  Informa- 
tion Agency  (USIA).  Under  a  1973 
arrangement,  USIA  complements  the 
efforts  of  USTS  in  nations  where 
USTS  maintains  offices  and  under- 
takes tourism  support  programs 
through  its  posts  in  other  nations  of 
the  world. 

The  USTS  participates  in  a  num- 
ber of  international  organizations,  in- 
cluding the  Pacific  Area  Travel  Asso- 
ciation (PATA),  and  the  tourism 
committees  of  the  Organization  of 
American  States  (OAS)  and  the  Organ- 
ization for  Economic  Cooperation 
and  Development  (OECD).  In  1974, 
the  International  Union  of  Official 
Travel  Organizations  (IUOTO)  was 
transformed  into  the  World  Tourism 
Organization  (WTO),  a  new  intergov- 


ernmental organization  affiliated 
with  the  United  Nations.  WTO  will 
serve  as  a  clearinghouse  for  collec- 
tion, analysis  and  dissemination  of 
worldwide  tourism  information,  in- 
cluding statistics,  market  studies, 
tourism-related  legislation,  planning 
studies,  transportation  modes,  pro- 
motional expenses,  rates  and  capaci- 
ties. During  1974,  USTS  actively  par- 
ticipated in  activities  leading  to  the 
creation  of  the  new  organization.  The 
United  States  is  presently  in  the 
process  of  determining  exactly  what 
its  role  will  be  in  this  organization. 

A  U.S.  trade  mission  on  tourism, 
headed  by  the  Assistant  Secretary  of 
Commerce  for  Tourism,  visited  the 
Soviet  Union  in  September  1974, 
meeting  with  top  Soviet  tourism 
leaders.  The  mission  resulted  in  a 
valuable  exchange  of  views  on  a 
wide  range  of  questions  related  to  the 
development  of  two-way  tourism  be- 
tween the  nations  and  an  agreement 
to  continue  discussions  on  the  mat- 
ter. The  Protocol  signed  during  the 
September  meeting  calls  for  the  fur- 
ther development  of  Soviet-American 
tourism  "as  an  expression  of  the 
spirit  of  detente  and  a  constructive 
force  for  world  peace  and  prosperity, 
and  to  help  achieve  the  great  goal  of 
better  mutual  understanding  and  col- 
laboration between  the  peoples  of 
both  countries."  Soviet  tourism  lead- 
ers will  visit  Washington  in  early 
1975  to  continue  the  discussions. 

State  and  city  tourism  officials 
across  the  USA  gained  a  new  aware- 
ness and  appreciation  of  the  growing 
international  market  for  their  tourism 
resources.  This  awareness  was 
heightened  in  the  opening  days  of 
1974,  during  USTS'  first  State  Days 
conference,  held  in  Washington. 
D.C.,  January  10  and  11.  Key  speaker 


at  the  two-day  meeting,  then  Vice 
President  Gerald  R.  Ford,  told  the 
assembly:  "I  happen  to  be  a  very  firm 
believer  that  tourism  is  a  most  impor- 
tant economic  aspect  of  our  society 
here  in  the  United  States,  as  well  as 
throughout  the  world  ...  I  happen 
to  disagree  with  those  who  say  [that] 
because  tourism  has  an  aspect  of 
pleasure,  that  it  is  expendable  in  the 
.  .  .  circumstances  [in  which]  we 
find  (Ourselves  today  with  the  energy 
crisis." 


United  States  Travel 
Service  . . . 

...  is  this  Nation's  government  tour- 
ism office.  Its  mission  is  to  develop 
travel  to  the  USA  from  other  coun- 
tries as  a  means  of  contributing  to  the 
economic  stability  and  growth  poten- 
tial of  the  USA-based  travel  industry, 
reducing  the  Nation's  travel  deficit, 
and  promoting  friendly  under- 
standing and  appreciation  of  the 
USA. 

The  USTS  programs  for  further 
developing  the  USA  as  a  destination 
for  incoming  travelers  are  ultimately 
aimed  at  strengthening  the  U.S. 
economy  by  increasing  foreign  ex- 
change earnings. 

Created  in  1961,  USTS  is  head- 
quartered in  Washington,  D.C.,  and 
maintains  field  offices  in  six  nations: 
Canada,  Mexico,  Japan,  the  United 
Kingdom,  France  and  West  Germany. 

The  agency  carries  out  its  tour- 
ism development  mission  through 
the  following  offices  and  divisions:* 


*  Functional  changes  in  agency  organi- 
zation effected  in  1974  and  reflected  in 
the  following  office  and  division  descrip- 
tions are  expected  to  be  ratified  in  early 
1975. 


USTS  Management . . . 

Assistant  Secretary  of  Commerce 
for  Tourism  is  responsible  for  the 
formation  of  tourism  policy  within 
the  U.S.  Department  of  Commerce; 
implements  primary  Departmental 
action  on  U.S.  international  agree- 
ments providing  for  the  development 
of  tourism  to  the  USA;  coordinates 
the  use  of  facilities  and  services  of 
existing  agencies  of  the  Federal  Gov- 
ernment to  achieve  the  objectives  of 
the  International  Travel  Act  of  1961. 

Deputy  Assistant  Secretary  of 
Commerce  for  Tourism  serves  as  the 
principal  assistant  and  advisor  to  the 
Assistant  Secretary,  performing  du- 
ties of  the  Assistant  Secretary  in  his 
absence;  has  primary  responsibility 
for  legislative  affairs,  including  the 
preparation  of  basic  policy  positions 
and  testimony  on  issues  related  to 
the  promotion  of  travel;  represents 
the  Department  of  Commerce  at 
meetings  of  international  organiza- 
tions of  which  USTS  is  a  member; 
and  is  responsible  for  the  mainte- 
nance of  effective  relations  with  such 
groups  as  travel  trade  associations 
and  other  Federal  agencies. 

Deputy  Assistant  Secretary  for 
Bicentennial  Affairs  advises  and  aids 
the  Assistant  Secretary  on  plans  and 
programs  related  to  the  Nation's  Bi- 
centennial celebration  as  they  affect 
international  travel  and  tourism. 

Travel  Advisory  Board  is  com- 
prised of  15  travel  industry  execu- 
tives and  chaired  by  the  Assistant 
Secretary,  advises  the  Secretary  of 
Commerce  on  tourism  policies  and 
programs;  assists  in  relations  with 
industry  and  government  officials 
and  the  public;  and  undertakes  spe- 
cial projects  as  required. 


Executive  Director . . . 

.  .  .  recommends  policy  and  legisla- 
tive initiatives;  exercises  all  line  re- 
sponsibility for  operations;  directs 
the  development  of  the  basic  market- 
ing plan;  directs  and  coordinates  the 
preparation  and  implementation  of 
program  and  operational  plans  estab- 
lished by  offices  and  divisions;  per- 
forms operations  audits  and  program 
reviews  at  headquarters  and  field  of- 
fices; and  chairs  the  Management 
Operations  Committee,  an  internal 
USTS  body  composed  of  the  office 
and  division  directors  and  the  attor- 
ney-advisor. The  committee  meets  at 
the  call  of  the  Executive  Director  to 
assist  in  the  formulation  of  operating 
procedures;  participates  in  the  opera- 
tional planning  process;  and  acts  as  a 
medium  for  coordination  and  com- 
munication between  offices  and  divi- 
sions. 


Office  of  Administration  . . . 

.  .  .  provides  management  staff  sup- 
port to  the  Executive  Director;  devel- 
ops and  maintains  the  USTS  admin- 
istrative management  system;  man- 
ages the  Performance  Measurement 
System;  performs  budget  formulation 
and  management  functions;  prepares 
input  to  the  Departmental  Project 
Control  System;  plans  and  imple- 
ments the  personnel  management 
and  employee  development  pro- 
grams; is  responsible  for  procure- 
ment functions;  and  arranges  for  the 
provision  of  administrative  services 
from  the  Department  of  Commerce  as 
required. 


Office  of  Research  and 
Analysis .  . . 

.  .  .  provides  economic  and  marketing 
data  required  for  strategic  and  pro- 
gram planning;  conducts  market  re- 
search in  direct  support  of  USTS  ob- 
jectives and  strategies;  provides  spe- 
cific data  and  ad  hoc  analyses  as 
requested;  assists  in  establishing 
overall  performance  goals;  conducts 
periodic  evaluation  studies  to  deter- 
mine the  effectiveness  of  marketing 
programs  and  activities  being  meas- 
ured under  the  Performance  Meas- 
urement System;  administers  special 
research  projects  performed  by  con- 
tractors; maintains  data  on  interna- 
tional and  domestic  travel;  and  has 
technical  review  responsibility  for  re- 
search projects  proposed  by  match- 
ing grant  applicants. 


Office  of  Advertising  and 
Promotion  . . . 

.  .  .  provides  specialized  functional 
guidance  to  the  operating  divisions; 
develops,  in  conjunction  with  appro- 
priate field  and  headquarters  offices, 
detailed  advertising  and  promotion 
campaigns  for  all  markets,  including 
creative  and  media  plans;  imple- 
ments specific  operating  plans  for 
each  element  of  the  overall  program; 
supervises  the  advertising  agency 
and  assesses  its  performance;  coordi- 
nates the  production  of  sales  promo- 
tion materials  including  brochures, 
films  and  booklets  used  in  the  con- 
duct of  USTS  programs;  selects  and 
provides  field  offices  with  reference 
materials  for  travel  planning  centers; 
maintains  a  photo  library;  and  pro- 
vides technical  review  of  advertising 
or  promotion  projects  proposed  by 
matching  grant  applicants. 


Office  of  Information 
Services . . . 

.  .  .  provides  guidance  to  the  operat- 
ing divisions  in  the  areas  of  media 
relations  and  trade  and  consumer 
product  information;  plans  and  su- 
pervises the  implementation  of  com- 
prehensive travel  information  pro- 
grams in  each  USTS  market;  imple- 
ments specific  operating  plans  for 
each  element  of  the  overall  program; 
reviews  and  approves  specific  infor- 
mation projects  proposed  by  field  of- 
fices; guides  the  preparation  of  infor- 
mation support  materials  for  other 
USTS  programs;  selects  the  local 
communications  contractor  in  each 
market  and  evaluates  his  perfor- 
mance; develops  product  information 
materials  for  distribution  to  foreign 
media;  prepares  trip  plans  for  foreign 
media  representatives;  handles  inqui- 
ries from  domestic  media  representa- 
tives; coordinates  public  appearances 
by  USTS  officials;  and  exercises  tech- 
nical review  of  information  projects 
proposed  by  matching  grant  appli- 
cants. 


Office  of  Market 
Development . . . 

.  .  .  develops  creative  marketing  pro- 
grams to  cultivate  maximum-poten- 
tial markets  and  market  segments; 
develops  and  implements  operating 
plans  for  each  element  of  the  overall 
program;  plans  and  manages  the  tour 
development  program;  manages  mar- 
keting projects  and  conferences;  in 
conjunction  with  the  Office  of  Re- 
search and  Analysis,  monitors  and 
analyzes  the  marketing  activities  of 
competitive  destinations;  assists  the 
offices  in  planning  and  implement- 
ing tour  development  support  pro- 
grams; and  exercises  technical  re- 
view of  tour  development  projects 
proposed  by  matching  grant  appli- 
cants. 


Office  of  Convention  and 
Incentive  Travel . . . 

.  .  .  develops  and  supervises  the  im- 
plementation of  programs  to  obtain 
international  congresses  for  the  USA 
and  increase  foreign  attendance  at 
these  congresses  and  at  major  U.S. 
conventions;  promotes  the  adoption 
of  VISIT  USA  incentive  travel  pro- 
grams by  multinational  and  foreign 
corporations;  develops  and  imple- 
ments operating  plans  for  each  ele- 
ment of  the  overall  program;  pro- 
vides technical  supervision  to  the  In- 
ternational Convention  Sales  Office; 
provides  functional  guidance  to  field 
offices,  the  International  Convention 
Sales  Office  and  commercial  at- 
taches; represents  USTS  at  meetings 
of  international  and  domestic  con- 
vention trade  associations;  provides 
technical  review  of  convention  sales 
materials  developed  by  the  Office  of 
Advertising  and  Promotion;  and  ex- 
ercises technical  review  of  conven- 
tion sales  projects  proposed  by 
matching  grant  applicants. 


Office  of  Visitor  Services  . . . 

.  .  .  plans  and  implements  programs 
to  stimulate  the  development  of  U.S. 
tourism  facilities  and  receptive  serv- 
ices for  travelers  from  abroad;  devel- 
ops and  implements  operating  plans 
for  each  element  of  the  overall  pro- 
gram; is  responsible  for  all  familiar- 
ization and  inspection  tours  by  for- 
eign travel  trade  and  media;  identi- 
fies and  certifies  private  sector  serv- 
ice capabilities  for  international  visi- 
tors, including  foreign  language  pro- 
grams at  hotels  and  motels  nation- 
wide; conducts  a  multilingual  port 
receptionist  program  at  major  U.S. 
ports  of  entry;  administers  the  match- 
ing grants  program  and  chairs  the 
matching  grants  committee;  and  co- 
ordinates USTS'  programs  with  offi- 
cial tourism  offices  of  all  states,  terri- 
tories, local  governments  and  re- 
gions. 


Office  of  Expositions  and 
Special  Projects  .  . . 

.  .  .  plans  and  implements  programs 
to  stimulate  and  develop  major  U.S. 
event-attractions,  including  Bicen- 
tennial celebrations,  which  can  be 
used  to  generate  tourism  from 
abroad;  provides  field  offices  and 
commercial  posts  abroad  with  the 
data  necessary  to  promote  tours  to 
major  U.S.  expositions;  participates 
in  international  trade  fairs,  exposi- 
tions and  exhibitions  held  in  the 
United  States;  administers  Federal 
recognition  of  international  exposi- 
tions held  in  the  United  States;  pro- 
vides information,  assistance  and 
services  to  industry  associations  and 
operators  of  U.S.  expositions;  encour- 
ages organizers  to  provide  special 
rates  and  services  for  foreign  atten- 
dees; represents  the  USA  at  the  Bu- 
reau of  International  Expositions  in 
Paris;  and  exercises  technical  review 
of  trade  shows/exposition  projects 
proposed  by  matching  grant  appli- 
cants. 


International  Division  . . . 

.  .  .  headed  by  a  Managing  Director, 
assists  the  Executive  Director  in  inte- 
grating program  and  market  plans;  di- 
rects the  field  offices  in  the  develop- 
ment and  implementation  of  indi- 
vidual Country  Marketing  Plans,  and 
monitors  progress  against  plans;  re- 
views the  operating  budget  for  each 
field  office  and  provides  priorities  for 
allocation  of  resources  within  field  of- 
fices; installs  a  comprehensive,  for- 
mal training  program  in  the  field  of- 
fices; serves  as  the  liaison  between  the 
field  offices  and  USTS  headquarters 
offices;  and  tests  the  adequacy  of  sales 
programs,  promotional  activities  and 
operating  controls. 


Field  Offices  . . . 

.  .  .  each  headed  by  a  Director  who 
reports  to  the  Managing  Director  of 
the  International  Division,  develop 
annual  marketing  plans  for  their  ter- 
ritories; develop  and  manage  local 
sales  development  programs  to  moti- 
vate and  train  travel  agents  to  feature 
and  sell  U.S.  destinations  and  events; 
negotiate  and  implement  tour  devel- 
opment projects  in  cooperation  with 
the  Office  of  Market  Development; 
implement  the  travel  information 
program  for  the  market;  provide  in- 
put to  and  help  implement  USTS 
advertising  campaigns  within  the 
market;  collect  marketing  data;  and 
maintain  liaison  with  embassy/con- 
sular staffs  within  the  sales  territo- 
ries. The  International  Conventions 
Sales  Office  is  a  specialized  field  of- 
fice that  seeks  convention  and  incen- 
tive travel  for  the  USA;  collects  and 
analyzes  pertinent  sales  information 
about  international  associations 
worldwide  (but  primarily  in  France, 
Belgium,  the  United  Kingdom  and 
Switzerland);  maintains  a  computer- 
ized data  bank  containing  convention 
sales  leads  and  disseminates  this  in- 
formation, via  the  Office  of  Conven- 
tion and  Incentive  Travel,  to  U.S. 
cities  requesting  and  agreeing  to  act 
on  the  service;  encourages  selected 
foreign  tour  operators  who  specialize 
in  congress,  convention  and/or  incen- 
tive travel  to  develop  tour  packages 
to  conventions  scheduled  in  the 
USA;  conducts  site-selection  semi- 
nars for  international  association  sec- 
retariats; plans  and  conducts  sales 
seminars  bringing  together  prospec- 
tive incentive  travel  users  and  opera- 
tors; and  maintains  liaison  with  em- 
bassy/consular/trade center  staffs 
within  the  sales  territory. 
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Integrated  Marketing  Plan 

The  five-year  Integrated  Market- 
ing Plan  for  fiscal  years  1973-1977 
states  that  USTS  resources  will  be 
used  to  increase  demonstrably  both 
the  number  of  international  travelers 
to  the  USA  and  total  exchange  earn- 
ings from  international  visitors. 

The  primary  purpose  of  all  major 
USTS  programs  is  to  achieve  these 
objectives.  USTS  resources  are  con- 
centrated on  the  market-nations  that 
possess  the  greatest  potential  for 
reaching  these  goals.  Extensive,  care- 
fully planned  testing  determines  the 
most  effective  techniques  for  accom- 
plishing performance  goals. 

To  achieve  these  ends,  all  pro- 
grams are  integrated  in  a  coordinated 
marketing  effort.  This  emphasis  on 
integrated  activities  ensures  that  all 
resources  are  used  to  produce  maxi- 
mum, measurable  results. 

Primary  thrust  of  the  plan's  strat- 
egy in  1974  was  on  selling  travel  by 
motivating  the  foreign  travel  trade  to 
promote  travel  to  the  USA;  convinc- 
ing international  travelers  to  come  to 
the  USA;  or  persuading  domestic  or- 
ganizations to  emphasize  travel  to 
the  USA. 


All  USTS  activities  are  concen- 
trated in  six  nations  which  accounted 
for  86  percent  of  the  USA's  interna- 
tional visitor  arrivals,  75  percent  of 
its  total  international  visitor  receipts, 
and  64  percent  of  its  potential  travel- 
ers from  all  parts  of  the  world  in 
1974. 

The  six  market-nations  are:  Can- 
ada, Mexico,  Japan,  the  United  King- 
dom, West  Germany  and  France. 

The  Performance  Measurement 
System,  installed  in  fiscal  year  1974, 
evaluates  the  progress  and  effective- 
ness of  USTS  programs.  Specifically, 
the  system  determines  the  extent  to 
which  USTS  stimulates  actual  and 
potential  travel  to  the  USA,  stimu- 
lates other  organizations  to  take  spe- 
cific actions  which  will  directly  in- 
crease travel  to  the  USA,  or  stimu- 
lates domestic  organizations  to  im- 
prove their  receptive  capabilities  for 
international  visitors . 


Measurement  System  data  also 
indicate  the  efficiency  with  which 
USTS  implements  its  planned  pro- 
grams and  carries  out  its  assigned 
responsibilities. 

The  Measurement  System  pro- 
vides two  distinct  types  of  informa- 
tion: quantitative  data  on  program 
results  and  qualitative  information 
enabling  assessment  of  quantitative 
data  and  measurement  validity. 

Both  types  of  data  were  em- 
ployed in  the  management  decision- 
making process  to  improve  the  effec- 
tiveness of  individual  programs. 

During  calendar  year  1974,  the 
first  full  year  of  the  Measurement 
System's  operation,  valid  quantita- 
tive data  were  collected  on  six  pro- 
grams: Gateway  Receptionists,  News 
Media  Programs,  Journalist  Familiar- 
ization Tours,  Travel  Agent  Familiar- 
ization Tours,  Tour  Development  and 
Convention  Sales. 

Specific  goals  and  results  of  each 
of  the  six  USTS  programs  measured 
follow: 
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Program 


PERFORMANCE  MEASUREMENT  SYSTEM 

January  1 -December  31,  1974 


Goal 


Results 


Gateway 
Receptionists 


News  Media 
Programs 


Journalist 

Familiarization 

Tours 


Agent 

Familiarization 

Tours 


To  establish  uniformed  corps  of  104 
multilingual  receptionists  to  welcome 
and  assist  1.3  million  international  visi- 
tors with  entry  formalities. 

To  create  through  the  media  an  aware- 
ness abroad  of  U.S.  cultural,  industrial, 
historic,  ethnic,  scenic,  sporting  and 
other  attractions.  Goal  is  $5.1  million  of 
advertising  equivalent  value. 

To  acquaint  396  journalists  with  U.S. 
cultural,  industrial,  ethnic,  historic,  sce- 
nic, sporting  and  other  attractions;  and 
to  generate  articles  and  broadcast  cover- 
age of  the  USA.  Goal  is  3,574  media 
appearances  valued  at  $10.9  million  of 
advertising  equivalent  value. 

To  acquaint  933  foreign  tour  wholesal- 
ers with  marketable  U.S.  attractions;  fa- 
miliarize foreign  retail  travel  agents 
with  VISIT  USA  package  itineraries 
being  marketed  in  their  respective  coun- 
tries; familiarize  personnel  in  a  position 
to  produce  or  sell  U.S.  tour  programs 
with  U.S.  attractions;  and  stimulate  41 
tours  to  the  United  States. 


122  receptionists  served  at  11  major 
airports.  Nearly  1.7  million  interna- 
tional visitors  were  assisted. 


Promotional  efforts  in  all  six  market- 
nations  produced  a  total  dollar  advertis- 
ing equivalent  value  of  over  $8.4  mil- 
lion. 


701  foreign  travel  journalists  from  six 
nations  participated  in  familiarization 
tours  during  the  year.  They  generated 
2,318  print  and  air  media  appearances, 
amounting  to  a  total  dollar  equivalent  of 
over  $7.7  million  in  media  space. 


664  wholesale/retail  tour  operators  and 
travel  agents  participated  in  these  tours. 
These  visits  resulted  in  12  new  tours 
packaged  to  the  USA. 


Tour 
Development 


Convention 
Sales 


To  develop  new,  competitive  VISIT 
USA  tour  programs  that  would  attract 
278,000  passengers  and  $85.7  million  in 
foreign  exchange  earnings  by  (a)  plan- 
ning itineraries,  (b)  training  retail 
agents,  and  (c)  financially  supporting 
production  and  marketing  costs. 

To  commit  nine  international  associa- 
tions to  hold  their  conventions  in  the 
USA  and  attract  7,150  attendees,  gener- 
ating $1.9  million  in  foreign  exchange 
earnings. 


Tour  packages,  including  small-scale 
projects  requiring  less  than  a  $2,500 
USTS  investment  each,  were  developed 
in  all  six  market-nations.  These  tour 
packages  generated  over  $81  million  in 
foreign  exchange  earnings  and  205,000 
passenger  departures. 

During  1974,  this  program  produced 
foreign  exchange  earnings  totaling 
nearly  $2.1  million  by  attracting  nine 
conventions  with  7,400  attendees. 
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International  Division  . . . 

.  .  .  manages  the  sales  development 
program  and  coordinates  the  efforts 
of  USTS'  field  offices  in  Canada, 
Mexico,  Japan,  the  United  Kingdom, 
West  Germany  and  France,  which  are 
the  backbone  of  the  agency's  efforts 
to  promote  international  travel  to  the 
USA. 

The  International  Convention 
Sales  Office,  established  at  the  Amer- 
ican Embassy  in  Paris  in  September 
1974,  also  reports  to  the  International 
Division. 

New  and  unique  links  between 
USTS  and  the  traveling  public 
abroad  were  forged  in  1974  with  the 
establishment  of  a  system  of  713 
Travel  Planning  Centers  in  USTS'  six 
market- nations. 

Travel  Planning  Centers  supply 
information  to  the  public  of  their 
respective  nations  on  travel  oppor- 
tunities to  and  within  the  USA.  The 
network  enables  USTS  to  direct  the 


potential  U.S.  visitor  to  the  point  of 
sale  within  his  country  where  he  can 
make  the  purchases  necessary  to  be- 
come an  actual  U.S.  visitor. 

Selected  as  Travel  Planning  Cen- 
ters were  leading  retail  travel  agen- 
cies which  had  proven  records  of 
success  in  selling  VISIT  USA  travel 
or  which  displayed  a  high  degree  of 
potential  for  developing  this  segment 
of  their  business. 

Each  such  agency  must  have  a 
VISIT  USA  desk  or  designate  at  least 
one  travel  counselor  as  a  USA  spe- 
cialist. Designated  agency  personnel 
are  given  special  USTS  training,  re- 
ceive scheduled  sales  calls  from 
USTS  staff  members,  and  are  pro- 
vided with  a  full  range  of  literature 
and  support  reference  materials  to 
sell  the  USA  as  a  destination. 

USTS  provides  display  materials 
to  make  the  centers  readily  recogniz- 
able, and  supports  the  agencies 
through  USTS  advertising  programs 
in  each  market-nation.  Coupon  leads 
from  advertisements  are  forwarded  to 
the  centers  for  follow-up,  and  key 
members  of  the  agency  are  included 
on  USTS  familiarization  tours  of  the 
USA. 

Data  supplied  by  the  Travel 
Planning  Centers  on  VISIT  USA  sales 
are  incorporated  into  the  USTS  meas- 
urement system  to  evaluate  the  effec- 
tiveness of  the  program. 


During  1974,  the  following 
Travel  Planning  Centers  were  estab- 
lished and  made  operational: 


West  Germany 

260 

United  Kingdom 

170 

Mexico 

113 

Japan 

94 

France 

40 

Canada 

36 

TOTAL 


713 


International  Division  headquar- 
ters in  Washington  directs  the  devel- 
opment and  monitors  the  progress  of 
all  field  office  programs,  recom- 
mends field  office  budgets,  provides 
developmental  sales  training  for  field 
staff  members  and  coordinates  com- 
munications procedures. 

Some  44  staff  members  abroad 
integrate  all  USTS  programs  in  their 
market-nations  at  the  operating  level 
and  serve  as  USTS'  sales  representa- 
tives, providing  face-to-face  contact 
with  the  travel  trade  abroad. 

Field  offices  are  responsible  for 
motivating  and  convincing  the  local 
travel  trade,  particularly  wholesale 
and  retail  travel  agencies,  to  sell 
travel  to  the  USA  in  preference  to 
competitive  international  destina- 
tions. 
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Field  office  personnel  serve  as 
local  salespersons  of  VISIT  USA 
business.  Efforts  were  made  during 
1974  to  refine  the  rankings  and  sales- 
call  patterns  for  the  150  to  300  most 
important  actual  and  potential  VISIT 
USA  travel  trade  contacts  in  each 
market-nation.  These  contacts  ac- 
count for  as  much  as  80  percent  of 
the  sale  of  travel  to  the  USA  from 
each  of  the  six  markets. 

Personnel  conducted  approxi- 
mately 9,000  pre-planned  sales  calls 
on  the  leading  1,100  travel  industry 
contacts  in  the  combined  six  market- 
nations  during  1974. 

Purposes  of  the  sales  calls  were 
to  convince  contacts  to  sell  travel  to 
the  USA  in  preference  to  competitive 
international  destinations,  to  provide 
VISIT  USA  information  and  sales 
materials  to  members  of  the  travel 
trade,  and  to  obtain  information  from 
the  contacts  relating  to  sales  trends 
and  travel  opinions. 

During  1974,  field  personnel  and 
U.S.  travel  industry  representatives 
conducted  over  100  VISIT  USA  train- 
ing seminars  for  4,000  members  of 
the  retail  and  wholesale  travel  trade 
in  the  six  market-nations.  These  sem- 
inars were  designed  to  both  educate 
and  motivate  salespersons  who  deal 
with  the  general  public  abroad. 

Each  field  office  operates  under  a 
Country  Marketing  Plan,  a  complete 
outline  of  marketing  efforts  for  the 
fiscal  year.  Plans  state  how  personnel 
and  financial  resources  are  to  be  ap- 
plied to  achieve  specific  marketing 
goals  for  each  nation. 


Country  Marketing  Plans  are  ef- 
fective management  and  operational 
tools  that  aid  in  achieving  maximum 
foreign  exchange  earnings,  doing  so 
with  the  greatest  possible  return  on 
USTS  investment. 

Assisting  the  staff  of  each  field 
office  in  an  advisory  capacity  is  a 
VISIT  USA  Committee.  Committee 
membership  includes  the  regional  di- 
rector of  the  field  office,  and  fre- 
quently representatives  of  the  com- 
mercial section  of  the  American  em- 
bassy, the  American  consulate  and 
the  United  States  Information  Serv- 
ice. 

A  majority  of  the  committee's 
members  are  representatives  of  VISIT 
USA  travel  trade  organizations  oper- 
ating in  each  market,  including 
scheduled  and  supplemental  air  car- 
riers serving  the  USA,  hotels,  car 
rental  firms,  tour  services  and  bus 
and  railroad  companies  (see  Appen- 
dix). 
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Office  of  Market 
Development . . . 

.  .  .  motivates  international  travel 
wholesalers  to  create  package  tours 
to  the  USA.  The  substantial  increase 
in  the  number  of  available  package 
tours  during  1974  contributed  to  the 
ease  and  economy  of  travel  to  the 
USA,  thus  increasing  the  overall 
competitiveness  of  this  Nation  as  a 
tourism  destination. 

During  1974,  its  first  full  calen- 
dar year  of  operation,  the  Office  of 
Market  Development  invested  $1.1 
million  with  more  than  40  interna- 
tional wholesalers  and  operators. 
This  funding  resulted  in  the  produc- 
tion and  marketing  of  44  major  tour 
programs  and  60  smaller-scale  tour 
projects  requiring  USTS  investments 
of  less  than  $2,500  each. 

These  tours  were  purchased  by 
205,000  visitors,  producing  over  $81 
million  in  foreign  exchange  earnings 
for  the  USA. 


Canadian  wholesalers  developed 
19  (17  large-scale  and  two  smaller) 
tour  programs.  Hawaii,  Southern  Cal- 
ifornia, Texas,  Colorado,  Florida, 
South  Carolina  and  Puerto  Rico  were 
among  featured  destinations.  These 
tours  attracted  almost  60,000  Cana- 
dian visitors  and  $16.3  million  in 
foreign  exchange  earnings. 

Fourteen  (10  major  and  four 
smaller)  programs  were  marketed  in 
West  Germany,  producing  78,000 
visitors  and  approximately  $33  mil- 
lion in  foreign  exchange  earnings. 
These  tours  featured  advance  book- 
ing charter  (ABC)  transportation  with 
optional  land  arrangement  packages, 
and  group  inclusive  tour  (GIT)  and 
inclusive  tour  (IT)  programs  high- 
lighting many  major  touristic  areas  in 
the  USA. 

In  Japan,  32  (five  large-scale  and 
27  smaller)  programs  produced  more 
than  31,000  visitors  and  nearly  $17 
million  in  foreign  exchange  earnings. 
Tour  destinations  ranged  from  Guam 
and  California  to  New  York  and 
Miami. 

Eight  (five  major  and  three 
smaller)  French  tour  programs  re- 
sulted in  nearly  8,000  visitors  and 
over  $3.5  million  in  foreign  exchange 
earnings;  23  (three  major  and  20 
smaller)  programs  initiated  in  Mex- 
ico yielded  over  8,000  visitors  with 
almost  $7.5  million  in  foreign  ex- 
change earnings;  and  eight  (four  ma- 
jor and  four  smaller)  tour  programs 
in  the  United  Kingdom  produced 
more  than  11,000  visitors  and  over  $3 
million  in  foreign  exchange  earnings. 

The  USTS  plays  a  catalytic  role 
in  tour  development,  providing  in- 
formation and  destination  expertise 
in  the  early  stages  of  a  package  tour 
project. 


Prospective  tour  wholesalers  and 
the  Office  of  Market  Development 
jointly  work  out  details  of  a  tour 
package.  USTS  aids  in  itinerary  plan- 
ning, acts  as  liaison  for  international 
wholesalers  and  local  U.S.  suppliers, 
and  arranges  "buying"  trips  for  for- 
eign wholesalers,  providing  them  an 
opportunity  to  survey  destinations, 
inspect  facilities  and  book  space  for 
future  tour  participants. 

The  USTS  financial  assistance 
may  apply  to  the  production  of  such 
items  as  tour  catalogs,  advertising, 
and  promotional  material  displayed 
at  the  point  of  sale.  Packages  formu- 
lated through  Office  of  Market  Devel- 
opment efforts  are  supported  by  other 
USTS  programs,  including  advertis- 
ing, public  information,  and  travel 
agent  and  journalist  familiarization 
tours. 

Packaging  of  tours  culminates 
the  office's  preliminary  efforts  which 
include  analyzing  travel  demands 
and  potential  in  each  of  the  six  USTS 
market-nations,  and  contacting 
American  tourism  suppliers  to  iden- 
tify those  U.S.  areas  and  activities 
with  greatest  appeal  for  incoming 
travelers. 

Needs  and  desires  of  interna- 
tional visitors,  determined  by  market 
analysis  supplied  by  the  Office  of 
Research  and  Analysis,  are  matched 
with  U.S.  areas  and  attractions  iden- 
tified through  USTS  product  analysis 
efforts. 
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In  1974,  the  Office  of  Market 
Development  began  to  research  U.S. 
tourism  facilities  and  activities  on  a 
thematic  basis.  Outdoor  adventures, 
scenic  routes  and  places,  festivals, 
resorts  and  special  attractions  such  as 
theme  parks,  zoos  and  major  specta- 
tor sports  are  some  of  the  vacation 
categories  surveyed  during  the  year. 

Data  collected  are  scheduled  for 
publication  in  early  1975  in  the  USA 
Travel  Planner,  a  guide  for  the  inter- 
national travel  professional  which 
will  offer  ideas  and  practical  infor- 
mation for  planning  travel  and  tours 
to  the  USA. 

Activities  of  other  national  tour- 
ism offices  and  the  tourism  industry 
are  also  surveyed  by  USTS  in  an 
effort  to  keep  abreast  of  competition 
in  the  international  tourism  market. 

Within  USTS,  the  Office  of  Mar- 
ket Development  also  serves  as  proj- 
ect office  for  the  Discover  America 
Pow  Wow  and  Travel  Mart,  which 
broke  all  previous  sales  records  in 
1974  with  a  reported  $50  million  in 
sales  of  U.S.  travel  business  for  1975 
and  1976. 

Held  in  Orlando,  Florida,  in  Sep- 
tember 1974,  under  the  joint  sponsor- 
ship of  USTS  and  Discover  America 
Travel  Organizations,  Inc.  (DATO), 
the  sixth  annual  Pow  Wow  was  the 
largest  gathering  in  the  history  of  the 
event. 

More  than  16,000  interviews 
were  scheduled  between  420  interna- 
tional travel  agents  and  260  U.S. 
travel  firms  representing  accommo- 
dations, attractions,  destinations  and 
transportation. 


Pow  Wow  brings  together  at  one 
time  and  in  one  place  international 
tour  operators  and  U.S.  travel  sup- 
pliers for  three  days  of  concentrated 
discussions  and  sales  meetings. 

The  annual  gathering  gives  for- 
eign tour  operators  an  opportunity  to 
buy  block  space  in  U.S.  hotels  or  to 
book  transportation  arrangements  for 
participants  in  upcoming  tours  to  the 
USA. 

It  also  enables  U.S.  participants 
to  renew  industry  contacts  and  de- 
velop new  contacts  for  U.S.  tourism 
promotion  and  to  gain  a  better  under- 
standing of  the  interests  of  interna- 
tional tour  wholesalers  and  their 
needs  for  tour  packaging. 

In  addition,  international  travel 
agents  attending  the  annual  meeting 
are  given  an  opportunity  to  become 
familiar  with  the  travel  potential  of 
various  areas  of  the  USA  through 
familiarization  visits  to  attractions 
near  the  Pow  Wow  site  and  through 
post-Pow  Wow  tours  to  other  areas  of 
the  Nation. 

The  USTS  distributed  question- 
naires designed  to  evaluate  sales  re- 
sults of  the  sixth  annual  Pow  Wow. 
Forty-five  percent  of  the  U.S.  firms 
responded  to  the  questionnaires  indi- 
cating they  made  an  estimated  $25.5 
million  in  1975  sales  commitments 
and  $18  million  in  1976  sales  com- 
mitments. A  follow-up  survey  estab- 
lished that  the  remaining  $6.6  mil- 
lion in  sales  reported  for  the  two-year 
period  was  not  identified  by  specific 
year.  This  $50  million  total  for  the 
two-year  Bicentennial  Era  represents 
a  281  percent  increase  over  the  $11.3 
million  in  U.S.  firm  and/or  future 
sales  reported  after  the  1973  Pow 
Wow. 
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Office  of  Convention  and 
Incentive  Travel . . . 

.  .  .  conducts  programs  to  cause  inter- 
national associations  to  hold  their 
world  congresses  in  the  USA,  devel- 
ops attendance  at  congresses  held  in 
the  USA,  and  promotes  the  use  of 
VISIT  USA  incentive  travel  by  busi- 
ness firms  abroad. 

To  strengthen  these  programs, 
the  Office  of  Convention  and  Incen- 
tive Travel  replaced  USTS'  Office  of 
Travel  Trade,  Business  and  Conven- 
tion Travel.  In  addition,  an  Interna- 
tional Convention  Sales  Office  was 
opened  at  the  American  Embassy  in 
Paris. 

In  1974,  33  major  international 
congresses  were  obtained  for  the 
USA  through  USTS  efforts,  bringing 
the  five-year  program  total  to  82.  At- 
tendance at  the  congresses  is  ex- 
pected to  exceed  26,000  delegates 
and  result  in  dollar  earnings  esti- 
mated at  more  than  $6.8  million. 


This  estimate  is  based  on  an  av- 
erage daily  expenditure  per  delegate 
of  $50  and  an  average  congress  dura- 
tion of  5.4  days.  The  program  helps 
reduce  the  balance  of  payments  defi- 
cit because  of  dollar  savings  realized 
when  U.S.  delegates  remain  at  home 
in  the  year  the  congress  is  held  in  the 
USA. 

Other  by-products  are  dollar 
earnings  resulting  from  air  fares  paid 
to  U.S.  flag  carriers  by  international 
delegates,  foreign  delegate  expendi- 
tures for  pre-  and  post-congress  study 
or  vacation  visits,  and  expenditures 
by  accompanying  spouses  of  interna- 
tional delegates. 

The  USTS'  role  in  attracting  in- 
ternational congresses  is  two-fold. 

The  International  Convention 
Sales  Office  in  Paris  contacts  interna- 
tional associations  headquartered 
overseas.  Some  83  percent  of  these 
associations  are  headquartered  in 
Western  Europe,  with  the  greatest 
concentration  in  France,  Switzerland, 
Belgium  and  the  United  Kingdom. 

Staff  members  obtain  data  on  the 
associations  including  timetables  of 
congresses,  number  of  possible  dele- 
gates, and  willingness  to  hold  a  con- 
gress in  the  USA.  Information  is 
computerized  for  rapid  retrieval  and 
dissemination. 

Following  up  on  the  Paris  sales 
office  contact,  the  Office  of  Conven- 
tion and  Incentive  Travel  urges 
American  affiliate  associations  or  in- 
dividual members  to  invite  the  par- 
ent groups  to  hold  their  congresses  in 
the  USA. 


The  office  also  maintains  up-to- 
date  information  on  U.S.  convention 
facilities  capable  of  hosting  interna- 
tional congresses. 

In  1974,  a  convention  film  was 
produced  for  USTS  and  was  shown 
to  international  association  execu- 
tives at  seminars  in  Paris,  Belgium 
and  The  Hague. 

A  publication,  listing  detailed 
data  on  convention  facilities 
throughout  the  Nation,  was  also  de- 
veloped and  distributed  to  the  associ- 
ations. 

After  the  USA  is  chosen  as  a 
congress  site,  USTS  works  with 
members  of  the  International  Con- 
gress and  Convention  Association  to 
promote  international  attendance  at 
the  meeting.  In  some  cases,  matching 
funds  are  granted  to  facilitate  simul- 
taneous language  translation  at  con- 
gresses with  a  significant  number  of 
international  participants. 

Increased  resources  were  de- 
voted to  incentive  travel  develop- 
ment in  1974. 

Incentive  travel,  a  popular  con- 
cept with  U.S.  businesses,  is  used  to 
build  sales,  production  and  employee 
morale.  Programs  generally  offer 
first-class  vacations  as  an  incentive 
for  increased  sales  or  productivity. 
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Although  not  widely  used  in 
other  nations  now,  the  concept  is 
growing  in  popularity,  and  USTS  is 
testing  methods  to  tap  this  high- 
growth  potential  travel  market. 

Program  stategy  is  to  promote 
the  concept  of  incentive  travel  among 
business  and  industrial  firms  abroad 
and  to  encourage  use  of  U.S.  destina- 
tions in  vacations  presented  to  incen- 
tive program  "winners." 

To  implement  this  strategy,  the 
office  produced  an  incentive  travel 
film  and  accompanying  brochure. 
The  film  and  brochure  serve  as  the 
nucleus  of  a  series  of  incentive  travel 
seminars,  the  first  of  which  was  held 
in  London  in  1974. 

Private  incentive  travel  special- 
ists participate  in  the  program  and 
encourage  overseas  corporations  to 
use  travel  to  the  USA  as  a  motivator 
for  their  employees,  dealers  and  dis- 
tributors. 


Thirty-three  major  international  congresses  were  obtained  for  the 
USA  through  USTS  efforts  in  1974.  These  congresses  anticipate 
attendance  by  more  than  26,000  delegates  and  should  result  in  dollar 
earnings  estimated  at  more  than  $6.8  million.  These  congresses  are: 

Flight  Safety  Foundation 

International  Federation  of  Landscape  Architects 

International  Military  Sports  Council 

International  Union  of  Building  Societies  and  Savings  Associations 

International  Association  of  Universities 

International  Vegetarian  Union 

Soroptimist  International  Association 

International  Association  of  Political  Consultants 

International  Federation  of  Airline  Pilots  Associations 

Committee  on  Space  Research 

Association  of  International  Libraries 

International  Ski  Federation 

International  Association  for  Analogue  Computation  (both  sympos- 
ium and  congress) 

International  Union  of  National  Associations  of  Hotel,  Restaurant 
and  Cafe  Keepers 

World  Federation  of  Hemophilia 

International  Union  of  Aviation  Insurers 

International  Association  of  Meteorology  and  Atmospheric  Physics 

International  Cardiovascular  Society 

International  Society  of  Surgery 

International  Colour  Association 

World  Federation  of  Investment  Clubs 

International  Astronautical  Federation 

International  Seaweed  Symposium 

International  Phycological  Society 

International  Press  Institute 

International  Pig  Veterinary  Society 

International  Marine  Radio  Association 

International  Scientific  Film  Association 

International  Confederation  of  Hairdressing 

International  Society  for  Clinical  Electroretinography 

International  Federation  of  Societies  for  Electroencephalography 

(and  Clinical  Neurophysiology 
International  Society  for  Pediatric  Oncology 
Nine  congresses,  obtained  in  previous  years  through  USTS 
efforts,  were  held   in  the  USA  during  1974.  Delegate  attendance 
totaled  8,844  and  dollar  earnings  were  estimated  at  more  than  $2.3 
million.  These  congresses  were: 

World  Federation  of  Proprietary  Medicines  Manufacturers 
International  Society  for  the  Study  of  Diseases  of  the  Colon  and 

Rectum 
International  Homeopathic  League 
World's  Poultry  Science  Association 
International  Society  for  Rock  Mechanics 
Association  for  the  Promotion  of  the  International  Circulation  of 

the  Press 
Flight  Safety  Foundation 

International  Federation  of  Library  Associations 
Association  of  International  Libraries 


Office  of  Expositions  and 
Special  Projects  . . . 

.  .  .  added  a  new  dimension  to  USTS' 
tourism  promotion  programs  when  it 
was  created  within  the  agency  early 
in  1974. 

Formerly  the  U.S.  Expositions 
Staff  of  the  U.S.  Department  of  Com- 
merce's Domestic  and  International 
Business  Administration,  the  office  is 
best  known  for  its  role  in  large-scale 
expositions,  such  as  EXPO  '74  in 
Spokane,  Washington,  and  Hemis- 
Fair  '68  in  San  Antonio,  Texas. 

More  than  5.6  million  visitors, 
including  more  than  60,000  guests 
from  other  nations,  attended  EXPO 
'74,  the  first  world's  fair  on  the  envi- 
ronment. The  event  opened  in  Spo- 
kane May  4  and  closed  November  3. 


United  States  recognition  of 
EXPO  '74,  as  well  as  registration  of 
the  exposition  by  the  Bureau  of  Inter- 
national Expositions  in  Paris,  was 
carried  out  by  the  Office  of  Exposi- 
tions and  Special  Projects. 

The  office  developed  plans  for 
Federal  participation,  assisted  in  ob- 
taining congressional  funding  and 
supervised  development  of  the  U.S. 
pavilion,  one  of  the  most  popular 
attractions  at  the  world's  fair. 

Steps  were  taken  by  the  office  in 
1974  to  promote  business  and  profes- 
sional travel  to  the  USA  by  encourag- 
ing participation  and  attendance  at 
key  U.S.  trade  shows. 

These  included  1)  analysis  of 
nearly  3,000  trade  shows  to  deter- 
mine those  of  greatest  interest 
abroad,  2)  counseling  trade  show  or- 
ganizers in  ways  of  structuring  their 
events  to  attract  and  assist  interna- 
tional attendees,  and  3)  promotion  of 
the  trade  shows  abroad  through  the 
six  USTS  field  offices  and  the  U.S. 
foreign  commercial  service  posts 
around  the  world. 

After  conducting  research  on 
U.S.  trade  shows  and  translating 
findings  into  informational  profiles, 
USTS  publishes  an  annual  directory 
of  over  500  trade  shows  and  exposi- 
tion events  in  the  USA  that  welcome 
international  attendance. 

Staff  members  counseled  55 
sponsors  of  trade  events  during  1974 
on  the  advantages  of  special  services 
to  international  attendees,  including 
multilingual  literature,  advance  reg- 
istration of  international  participants, 
foreign  exchange  conversion  facili- 
ties, and  use  of  international  symbol 
signs  in  exhibit  areas. 


To  promote  international  attend- 
ance at  key  trade  shows,  USTS  certi- 
fied 50  such  events  under  the  Trade 
Fair  Act  of  1959,  providing  for  duty- 
free entry  of  foreign  exhibit  items. 

"VIP"  recognition — meaning 
"Visit,  Investigate,  Purchase" — was 
extended  to  three  trade  events  that 
made  outstanding  efforts  to  attract 
international  participation. 

The  USTS  also  works  closely 
with  trade  show  organizers  to  en- 
courage attendance  by  international 
exhibitors,  as  well  as  visitors,  be- 
cause of  proven  high  foreign  ex- 
change earnings  resulting  from  such 
participation. 

An  estimated  2,300  international 
exhibitors  participated  in  the  50  U.S. 
trade  shows  certified  during  1974, 
resulting  in  foreign  exchange  earn- 
ings of  approximately  $11.5  million. 

In  1974,  the  Office  of  Expositions 
and  Special  Projects  was  given  re- 
sponsibility for  operating  all  special 
USTS  exhibits  designed  to  promote 
international  tourism. 

Best  known  of  these  exhibits  is 
the  USTS  Mobile  Exhibit,  the  six- 
story,  air-supported  dome  housing 
Walt  Disney  Productions'  360-degree 
Circle-Vision  film,  "America,  the 
Beautiful." 

From  April  to  September  1974, 
the  Mobile  Exhibit  extended  its  invi- 
tation to  visit  the  USA  to  nearly  a 
quarter-of-a-million  French  visitors 
in  Paris. 
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The  Paris  showing  continued  the 
around-the-world  mission  of  the  ex- 
hibit, which  has  included  appear- 
ances in  the  United  Kingdom,  Mex- 
ico, Australia,  Japan  and  the  Soviet 
Union. 

The  USTS  emphasized  use  of  the 
exhibit  by  the  travel  trade  in  France. 
Each  Tuesday,  the  exhibit  was  offi- 
cially closed  to  the  public  and  used 
exclusively  as  a  sales  tool  by  mem- 
bers of  the  travel  trade,  including 
major  airlines,  French  travel  agents 
and  travel  writers. 

Uses  included  staff  training, 
sales  incentive  gatherings,  special  re- 
ceptions, package  tour  promotions, 
sales  lectures  and  press  receptions. 

The  USTS  conducted  a  series  of 
promotional  events  to  ensure  a  con- 
sistently high  level  of  public  attend- 
ance at  the  exhibit,  as  well  as  a  high 
level  of  public  awareness  of  the  USA 
as  a  travel  destination. 

The  USTS  also  conducted  exten- 
sive market  research  on  the  USA  as  a 
travel  destination  in  connection  with 
the  exhibit. 
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Office  of  Information 
Services . . . 

.  .  .  works  through  newspapers,  mag- 
azines, radio  and  television  in  USTS' 
six  market-nations  to  create  greater 
knowledge  of  U.S.  vacation  oppor- 
tunities and  increased  interest  in  the 
USA  as  a  travel  destination. 

Destination  feature  packages  are 
the  primary  tool  used  to  carry  out  the 
office's  tourism  information  goal. 
Packages  include  a  feature  article, 
fact  sheet,  photographs,  maps  and 
brochures  about  a  series  of  attractions 
throughout  the  Nation  related  by  a 
common  theme. 

Packages  are  forwarded  to  the 
field  offices  for  editing  and  transla- 
tion, and  then  are  published  by 
newspapers  or  magazines  in  each  Na- 
tion, usually  on  an  exclusive  basis. 

Sixteen  such  packages  were  pro- 
duced during  1974.  Destinations  de- 
scribed in  the  articles  represented  all 
but  two  of  the  50  states,  as  well  as 
Guam,  American  Samoa,  the  Virgin 
Islands,  Puerto  Rico  and  the  District 
of  Columbia. 


Themes  explored  in  the  packages 
included  cultural  centers;  city  parks; 
wetlands;  tourism  opportunities  at 
movie,  television  and  radio-related 
attractions,  and  pick-it-yourself  op- 
portunities at  U.S.  farms  and  or- 
chards. 

Destination  feature  packages 
provide  editorial  and  marketing  sup- 
port for  tours  formulated  by  the  Of- 
fice of  Market  Development.  Informa- 
tion related  to  the  Bicentennial  is 
included  in  the  articles  whenever 
possible. 

The  USTS  also  continued  use  of 
editorial  support  packages  in  1974. 
Similar  in  format  to  the  destination 
feature  packages,  the  more  abbrevi- 
ated compilations  cover  subjects  usu- 
ally related  to  hospitality  services  for 
incoming  travelers,  advice  to  over- 
seas visitors  or  special  interest  topics. 

Six  editorial  support  packages 
were  distributed  in  1974.  Topics  in- 
cluded advice  to  travelers  on  clearing 
customs,  travel  bargains,  plant  tours 
and  symbol  signs. 

In  1974,  destination  features 
package  articles  appeared  425  times 
in  international  publications,  and  ed- 
itorial support  package  information 
appeared  30  times.  These  455  media 
appearances  resulted  in  $480,891  of 
equivalent  advertising  dollar  value. 

In  addition  to  providing  destina- 
tion material  for  publication,  the  Of- 
fice of  Information  Services  also  uti- 
lizes the  journalist  familiarization 
tour  approach  to  promote  interna- 
tional travel  to  the  USA. 

The  office  develops  themes  for 
tours  by  international  journalists,  pri- 
marily travel  writers,  and  provides 
escorts  for  these  tours,  conducted  in 
cooperation  with  the  Office  of  Visitor 
Services. 


Tours  are  designed  to  acquaint 
journalists  with  U.S.  destinations, 
convincing  them  first-hand  of  travel 
opportunities,  so  that  they  produce 
U.S.  travel  articles  when  they  return 
to  their  home  nations. 

More  than  85  journalists  from  six 
nations  participated  in  13  such 
theme  tours  during  1974. 

Themes  explored  on  these  tours 
included:  New  England  Cross- 
country Skiing;  the  USA  and  All 
That  Jazz,  visiting  jazz  attractions  in 
four  cities;  Wildlife  USA;  Indian 
Summer,  visiting  tourism  facilities 
owned  by  Indians  in  three  states;  and 
A  Nation  on  Wheels,  exploring  forms 
of  transportation  used  by  tourists  in- 
cluding bicycles,  paddlewheel 
steamboat,  cable  car,  wagon  train  and 
monorail. 

Effectiveness  of  journalist  famil- 
iarization tours  is  measured  by  equat- 
ing what  the  resulting  press  coverage 
would  have  cost  if  purchased  as  ad- 
vertising. 
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Listed  below  are  the  estimated  results,  in 

terms  o 

t  equivalent 

advertising  dollar  value,  of  the  thirteen  tours  conducted 

in  1974. 

Value  of 

Resulting 
Press 

Name  of  Tour 

Month 

Coverage* 

New  England  Cross-Country 

Skiing 

January 

$      7,653 

USA  and  All  That  Jazz 

February 

86,820 

American  Ways  of  Life 

April 

37,473 

Garden  Spots,  USA 

April 

28,780 

A  Nation  on  Wheels 

May 

174,375 

Under  the  USA  Stars 

July 

40,086 

Wildlife,  USA 

July 

46,545 

Red,  White  and  Deep  Blue 

September 

13,661 

Golf  Four,  USA 

September 

18,408 

Indian  Summer 

September 

15,370 

Seven  Man-made  Wonders  of 

the  USA 

October 

31,801 

The  Verb:  To  Shop 

November 

47,995 

Symphony  of  America 

December 
TOTAL 

27,633 

$576,600 

*  These  figures  reflect  results 

received  by 

December  31,  1974. 

Results  will  continue  to  be  received  from  these  tours 

in  1975,  as 

many  articles  prepared  by  journalists  participating  in  1 

he  tours  are 

published  months  after  the  tour's  conclusion 

The  USTS  also  occasionally  de- 
signs tours  to  meet  individual  needs 
of  international  media  representa- 
tives. 

For  example,  a  Japanese  televi- 
sion crew  filmed  a  series  of  seven  30- 
minute  travel  programs  in  Hawaii 
and  Alaska  which  would  have  cost 
$420,000  if  purchased  as  VISIT  USA 
advertising. 

"Grand  Canyon  Adventure," 
filmed  by  a  German  television  crew 
in  1974,  resulted  in  a  30-minute  doc- 


umentary and  a  feature  story  in  Ger- 
many's most  popular  television  pro- 
gram magazine.  Coverage  would 
have  cost  more  than  $1  million  if 
purchased  as  advertising. 

A  series  of  nine  USA  travel  pro- 
grams filmed  by  the  crew  of  the 
Thames  TV  program  "Magpie"  was 
shown  to  nearly  seven  million  view- 
ers in  the  United  Kingdom  in  late 
1974.  Television  coverage  would 
have  cost  an  estimated  $105,000  if 
purchased  as  advertising. 


In  addition  to  measuring  results 
of  USTS-supplied  destination  mate- 
rial in  terms  of  equivalent  advertising 
dollars,  USTS  also  conducts  periodic 
surveys  in  the  various  market-nations 
to  determine  the  effect  of  its  informa- 
tion programs. 

One  such  study  was  conducted 
in  France  in  1974.  Pre-  and  post-test 
surveys  of  potential  U.S.  visitors 
were  conducted  to  determine  the  de- 
gree of  recall  of  the  USTS  informa- 
tion program,  to  evaluate  the  change, 
if  any,  in  attitude  of  individuals  to- 
ward tourism  to  the  USA,  and  to 
identify  the  articles  which  had  the 
greatest  impact. 

During  the  one-year  test  period, 
the  proportion  of  respondents  recall- 
ing tourist  information  about  the 
USA  increased  from  39  percent  to  54 
percent.  The  greatest  spontaneous  re- 
call was  for  television  (89  percentj. 
Recall  for  magazine  articles  was  81 
percent.  Other  media  and  word-of- 
mouth  ranked  significantly  lower. 

Overall  recall  for  specific  USTS 
theme  articles  averaged  42  percent, 
with  more  than  half  the  respondents 
recalling  five  specific  themes. 

Most  importantly,  the  image  of 
the  USA  as  a  tourist  destination  im- 
proved during  the  year  on  those 
items  featured  in  the  USTS  informa- 
tion campaign  in  France. 
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Office  of  Advertising 
and  Promotion  . . . 

.  .  .  continued  to  promote  the  USA  as 
a  tourism  destination  through  adver- 
tising, focusing  on  the  Nation's  af- 
fordability  as  well  as  the  traditional 
appeal  of  its  beauty  and  excitement. 

Campaigns  were  tailored  on  a 
country-by-country  basis  determined 
by  each  market-nation's  travel  pro- 
file. 

Each  advertising  campaign  em- 
phasized low-cost  tour  packages  de- 
veloped by  local  tour  operators  in 
conjunction  with  USTS'  Office  of 
Market  Development. 

The  1974  program  was  expanded 
to  include  advertising  in  France  and 
Japan,  in  addition  to  campaigns  car- 
ried out  previously  in  the  United 
Kingdom,  West  Germany,  Mexico 
and  Canada. 


France's  advertising  program 
was  designed  to  feature  four  geo- 
graphic areas  tied  to  low-cost  air 
fares  and  14-  to  21 -day  group  inclu- 
sive tours.  Magazines  were  selected 
to  reach  carefully  defined  audiences 
interested  in  and  financially  capable 
of  traveling  to  the  USA. 

Selected  magazines  were  chosen 
in  Japan  to  carry  four-color  USTS 
advertisements  featuring  popular 
West  Coast,  Hawaii  and  Guam  desti- 
nations. 

Advertising  in  West  Germany 
continued  to  feature  tour  packages 
priced  for  value-sensitive  customers. 
A  "case  study"  approach  was  used, 
showing  typical  West  German  fami- 
lies on  vacation  in  the  USA.  Esti- 
mated prices  of  the  outlined  vaca- 
tions were  included  in  the  four-color 
advertisements  appearing  in  appro- 
priate wide-ranging  magazines. 

Strategy  in  the  United  Kingdom 
emphasized  basic  motivating  factors 
that  determine  selection  of  the  USA 
as  a  holiday  destination.  These  fac- 
tors, determined  by  market  research, 
include  the  USA's  affordability  as  a 
vacation  destination,  its  friendly  peo- 
ple, natural  and  man-made  attrac- 
tions, exciting  cosmopolitan  cities, 
and  a  traveler's  ability  to  see  the  USA 
in  consumable  units. 


Travel  bargains,  low-cost  air 
fares  and  package  tours  to  the  USA 
were  featured.  Color  newspaper  sup- 
plements were  utilized,  along  with  a 
few  selected  magazines. 

Canada's  travel  profile  again 
called  for  two  separate  campaigns: 
one  for  winter  and  one  for  summer. 

Winter  campaign  advertisements 
stressed  package  tours  featuring  low- 
cost  charter  flights  to  Florida  and 
other  "sun  and  fun"  U.S.  destina- 
tions. Award-winning  television 
spots,  following  the  same  theme  as 
print  media  advertisements,  were 
used  for  a  second  year. 

A  32-page  winter  vacation  book- 
let was  inserted  as  an  advertising 
supplement  into  two  principal  Cana- 
dian magazines.  In  1974,  for  the  first 
time,  the  winter  advertising  cam- 
paign gave  equal  attention  to  Can- 
ada's French-speaking  market. 

Canada's  summer  campaign, 
planned  in  1974  for  implementation 
in  the  early  months  of  1975,  features 
many  different  driving  tours  to  var- 
ious regions  of  the  USA. 

The  USTS'  advertising  theme  in 
Mexico  emphasized  the  low  cost  of 
U.S.  vacations,  highlighting  bargain 
air  fares,  low-cost  15-day  bus  tickets, 
and  the  availability  of  economical 
accommodations  and  meals.  Specific 
destinations,  including  New  Orleans, 
Washington,  Houston,  Chicago  and 
San  Francisco,  were  featured. 

A  wide  variety  of  media,  includ- 
ing television,  newspapers  and  mag- 
azines in  the  Federal  District,  Guada- 
lajara and  Monterey,  were  utilized. 

Advertisements  in  all  market-na- 
tions except  Mexico  included  cou- 
pons which  trigger  mailings  of  fol- 
low-up information  needed  by  the 
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prospective  traveler.  After  fulfillment 
information  is  sent,  USTS  forwards 
coupons  to  selected  travel  agencies 
or  tour  operators  in  each  nation  for 
additional  sales  follow-up. 

Coupon  fulfillment  is  not  used  in 
Mexico,  because  of  proven  low  re- 
sponse to  this  type  of  advertising. 
Instead,  advertisements  urge  poten- 
tial travelers  to  visit  a  local  travel 
agent  who  maintains  supplies  of 
VISIT  USA  material  for  their  conven- 
ience. 

Advertising  commitments  for 
each  market-nation  during  fiscal  year 
1975  were  as  follows: 


and  a  variety  of  other  publications  on 
subjects  such  as  National  Parks,  ma- 
jor U.S.  conventions  and  trade  shows 
and  general  travel  information. 

Most  publications  were  issued  in 
English,  French,  German,  Spanish 
and  Japanese. 

The  office  also  produced  several 
new  VISIT  USA  travel  posters,  fea- 
turing California,  Grand  Canyon  and 
New  York  City.  A  special  Bicenten- 
nial poster  was  also  distributed.  Pos- 
ters are  displayed  in  travel  agencies 
and  Travel  Planning  Centers  in 
USTS'  six  market-nations. 


Canada 

France 

West  Germany 

Mexico 

United  Kingdom 

Japan 

TOTAL 


$  400,000 
200,000 
465,000 
350,000 
425,000 
250,000 

$2,090,000 


The  Office  of  Advertising  and 
Promotion  also  provides  promotional 
literature  to  the  six  USTS  field  of- 
fices. These  offices  distributed  more 
than  four  million  brochures  and 
travel  promotion  pieces  in  1974  to 
VISIT  USA  travel  agents  and  some 
700  Travel  Planning  Centers. 

The  USTS  produced  brochures 
on  21  major  U.S.  gateway  cities,  a 
regional  guide  series,  a  listing  of  ma- 
jor festivals  and  events  held  across 
the  USA  in  1974,  fulfillment  litera- 
ture for  USTS  advertising  campaigns, 
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Office  of  Visitor  Services  .  .  . 

.  .  .  manages  programs  which  meet 
the  receptive  service  needs  of  interna- 
tional visitors.  These  visitor  facilita- 
tion programs  assumed  increased  im- 
portance in  1974  as  the  Nation  pre- 
pared for  the  Bicentennial  Era  and  the 
prospect  of  some  34  million  interna- 
tional guests  at  its  200th  birthday 
celebration  in  1975  and  1976. 

To  meet  the  increased  needs  for 
language,  information,  currency  ex- 
change and  other  special  services  for 
international  guests  during  the  Bi- 
centennial years,  the  Office  of  Visitor 
Services  both  upgraded  its  facilita- 
tion programs  and  surveyed  services 
sponsored  by  various  groups 
throughout  the  USA. 

This  survey  resulted  in  1974  in 
publication  of  Action  Guide,  an  in- 
formation booklet  describing  existing 
transportation,  accommodation,  tour- 
ing and  emergency  programs  for  in- 
ternational tourists.  The  publication 
also  lists  organizations  and  individ- 
uals who  can  advise  others  wishing 
to  create  their  own  visitor-assistance 
programs. 


Language  banks,  universally  rec- 
ognized symbol  signs,  multilingual 
brochures  and  currency  exchange  fa- 
cilities are  described  in  detail. 

The  USTS  printed  20,000  copies 
of  the  publication  as  a  companion 
piece  to  a  30-minute  instructional 
film,  "Welcoming  International  Visi- 
tors to  the  USA."  The  documentary 
film  illustrates  the  problems  encoun- 
tered by  non-English-speaking  tour- 
ists and  how  Americans  can  help 
overcome  these  difficulties.  The  film 
is  loaned  to  interested  groups  by 
state  tourism  officials  or  directly 
through  USTS. 

Together,  the  two  tools  provide 
the  basis  of  an  educational  program 
being  carried  out  with  state  and  city 
tourism  officials,  travel  industry  rep- 
resentatives and  volunteer  organiza- 
tions interested  in  serving  interna- 
tional guests. 

In  addition,  the  first  10-minute 
segment  of  the  documentary,  illus- 
trating the  problems  encountered  by 
visitors  from  abroad,  has  been  edited 
into  a  short  subject  for  screening  in 
commercial  movie  theaters  through- 
out the  USA. 

Titled  "Ciao  Tourista,"  the 
shorter  version  of  the  film  is  de- 
signed to  increase  public  awareness 
of  the  importance  of  international 
tourism  and  ways  in  which  Ameri- 
cans can  be  good  hosts  to  these 
guests. 

Many  of  the  facilitation  services 
described  in  the  30-minute  instruc- 
tional film  and  in  Action  Guide  are 
provided  by  on-going  USTS  pro- 
grams, including  hotel/motel  lan- 
guage certification,  multilingual  re- 
ceptionists, international  symbol 
signs  and  Travel  Phone-USA. 

The  USTS  certifies  as  bilingual 
those  accommodation  facilities  in  the 
USA  that  have  agreed  to  staff  their 
reception  desks,  switchboards  and 


restaurants  with  personnel  who 
speak  Spanish,  French,  German  or 
Japanese  in  addition  to  English.  By 
the  end  of  1974,  USTS  had  certified 
1200  hotels  and  motels  as  offering 
these  language  services. 

Listings  of  bilingual  hotels  and 
motels  are  circulated  to  key  tour  op- 
erators, travel  agents  and  airlines  in 
Mexico,  Japan,  French-speaking  Can- 
ada, France  and  West  Germany. 

Another  visitor  service  activity 
involves  establishment  of  corps  of 
multilingual  port  receptionists  who 
welcome  incoming  travelers  and  as- 
sist them  with  U.S.  entry  formalities. 

The  program  was  begun  in  1970 
in  cooperation  with  the  College 
Work-Study  program  conducted  by 
the  U.S.  Office  of  Education  and  with 
airport  authorities  of  major  U.S.  gate- 
way cities.  College  and  university 
grants  paid  up  to  80  percent  of  the 
wage  costs  of  the  receptionists  who 
assisted  visitors  during  the  summer 
tourism  peak. 

In  1974,  three  additional  airports 
joined  the  program,  bringing  the  total 
to  11.  The  program  now  operates  at 
international  airports  in  New  York, 
Seattle,  San  Juan,  Philadelphia, 
Miami,  Boston,  Bangor,  San  Fran- 
cisco, Los  Angeles,  Chicago  and 
Washington,  D.C. 

Additionally,  full-time  USTS 
visitor  services  representatives  en- 
tered on  duty  at  10  major  gateways  in 
1974.  These  representatives  enable 
USTS  to  offer  year-round  profes- 
sional receptionist  service  and  to  de- 
velop the  supervisory  cadre  for  the 
receptionist  program  as  a  whole. 
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Symbol  signs,  utilizing  graphic 
images  rather  than  language  to  com- 
municate their  messages,  are  an  im- 
portant part  of  the  U.S.  travel  scene 
and  are  of  tremendous  value  to  inter- 
national visitors  who  speak  little  or 
no  English. 

The  USTS  encourages  use  of  the 
symbol  signs  in  travel  facilities,  espe- 
cially major  airports.  Many  terminals 
have  now  installed  these  signs,  in- 
cluding airports  in  Boston,  Kansas 
City,  Oklahoma  City,  Pittsburgh, 
Portland,  San  Antonio,  Seattle,  Dal- 
las/Fort Worth,  and  Washington,  D.C. 
Two  additional  airports — Miami  and 
Philadelphia — installed  the  signs  in 
1974. 

The  USTS,  in  cooperation  with 
TraveLodge  International,  sponsors 
still  another  service  to  assist  non- 
English-speaking  visitors. 

Multilingual  Travel  Phone-USA 
features  a  toll-free  number  which  in- 
ternational visitors  may  dial  from  any 
of  the  48  contiguous  states.  Callers 
are  put  in  touch  with  one  of  10  mul- 
tilingual operators  at  the  TraveLodge 
reservations  center. 

These  operators  speak  French, 
German,  Spanish  and  Japanese,  and 
are  prepared  to  answer  tourism-re- 
lated questions,  as  well  as  to  offer 
emergency  translation  assistance. 

The  USTS  trains  the  operators 
and  regularly  supplies  travel  infor- 
mation and  reference  materials  for 
use  at  the  center. 

In  addition  to  its  work  with  visi- 
tor facilitation  programs,  the  Office 
of  Visitor  Services  also  administers 
USTS'  familiarization  tours,  carrying 
out  detailed  preparatory  work  for 
each  tour,  coordinating  itineraries 
with  state  and  city  co-hosts,  arrang- 
ing ground  transportation  and  ac- 
commodations, and  supporting 
"waiver"  requests  of  participating  air 
carriers  to  the  Civil  Aeronautics 
Board. 


More  than  2,400  international 
travel  experts  participated  in  famil- 
iarization tours  in  1974,  designed  to 
acquaint  them  with  U.S.  destinations 
and  tour  offerings.  The  theory  behind 
the  tours  is  that  if  a  select  number  of 
travel  experts  can  experience  first- 
hand the  vast  travel  opportunities  of 
the  USA,  their  knowledge  and  enthu- 
siasm will  be  translated  into  tourism 
results  when  they  return  to  their 
home  nations. 

Tours  are  divided  into  three 
main  categories:  "buying"  tours  for 
tour  packagers;  "sellers"  tours  for 
travel  agents;  and  media  tours  for 
travel  journalists. 

The  objective  of  the  tours  for 
wholesalers  is  to  facilitate  the  devel- 
opment and  assembly  of  USA-bound 
tour  packages.  Wholesale  agents  and 
tour  operators  are  brought  to  the  USA 
to  negotiate  first-hand  with  U.S. 
travel  suppliers;  inspect  packageable 
U.S.  attractions  and  events;  or  inves- 
tigate domestic  packages  which 
could  be  used  in  conjunction  with,  or 
as  extensions  of,  overseas-originating 
tours. 

When  the  tour  packages  are 
ready  to  be  marketed  in  the  opera- 
tor's home  nation,  USTS  hosts  retail 
travel  agents  of  that  country  on  fa- 
miliarization tours  so  they  may  be- 
come familiar  with  the  product  they 
will  be  selling.  This  tour  program  is 
designed  to  increase  sales  of  tour 
offerings. 

Familiarization  tours,  both  for 
wholesalers  and  for  retail  travel 
agents,  are  prepared  and  operated  by 
the  Office  of  Market  Development  as 
direct  marketing  support  for  pack- 
ages created  under  the  USTS  tour 
development  program. 


Journalist  familiarization  tours 
are  designed  to  generate  coverage  in 
international  media  which  will  ac- 
quaint the  public  of  each  nation  with 
specific  U.S.  tour  offerings  or  general 
vacation  and  travel  opportunities  in 
the  USA.  Concepts  for  the  journalist 
tours  and  tour  escorts  are  provided 
by  the  Office  of  Information  Services. 

A  third  aspect  of  the  Office  of 
Visitor  Services  programs  is  liaison 
with  state  and  local  government 
travel  officials. 

The  purpose  of  this  relationship 
is  two-fold:  to  encourage  state  and 
local  government  tourism  officials  to 
provide  the  necessary  facilitation 
services  for  international  guests,  and 
to  assist  them  in  promoting  their  des- 
tinations in  international  markets. 

To  improve  communications  be- 
tween USTS  and  the  appropriate 
state  and  local  officials,  a  ten-mem- 
ber State  Coordinating  Committee 
was  established  in  1974.  The  com- 
mittee, which  meets  quarterly,  has 
become  a  motivating  force,  increas- 
ing the  involvement  of  the  various 
states  in  international  tourism  pro- 
motions and  the  establishment  of  im- 
proved visitor  services. 

Initial  manifestation  of  this  im- 
proved two-way  communication  was 
the  State  Days  Conference,  held  for 
the  first  time  in  January  1974.  At- 
tended by  representatives  from  47 
states  plus  the  District  of  Columbia, 
Puerto  Rico,  the  Virgin  Islands, 
Guam  and  American  Samoa,  the  con- 
ference gave  participants  an  opportu- 
nity to  learn  more  about  USTS  pro- 
grams and  to  increase  their  expertise 
in  developing  international  tourism. 

State  Days  sessions  in  1974  de- 
voted special  attention  to  the  impact 
of  the  energy  crisis  on  tourism.  Plans 
call  for  the  event  to  be  held  annually. 
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The  USTS  also  maintains  contin- 
uing liaison  with  other  tourism  organ- 
izations, including  the  Southern 
Travel  Directors  Council,  Council  of 
Regional  Travel  Executives,  Western 
American  Convention  and  Travel  In- 
stitute, and  Discover  America  Travel 
Organizations,  Inc. 

An  important  aspect  of  the  state/ 
city  liaison  function  is  USTS'  match- 
ing grants  program,  launched  in 
1971.  Cities,  states  and  non-profit  or- 
ganizations are  eligible  to  participate 
in  the  program. 

Grants  may  be  used  for  projects 
promoting  travel  to  the  USA  or  for 


improving  facilitation  services  for  in- 
ternational visitors. 

Awards  are  made  for  projects 
having  the  best  potential  for  increas- 
ing foreign  exchange  earnings.  Funds 
may  be  granted  for  programs  involv- 
ing tour  development,  media  adver- 
tising, simultaneous  translation  serv- 
ices for  international  congresses  held 
in  the  USA,  U.S.  trade  show  sales, 
and  tourism  research. 

Seventy-four  grants  totaling 
$1,016,474  were  awarded  in  1974,  as 
follows: 


"...  tourism  is  a  most  important  economic 
aspect  of  our  society  .  .  .  "then  Vice 
President  Gerald  R.  Ford  [center)  told  del- 
egates at  the  1974  State  Days  Conference. 
Former  Secretary  of  Commerce  Frederick  B. 
Dent  [left]  and  Assistant  Secretary  of  Com- 
merce for  Tourism  C.L.  Washburn  also  ad- 
dressed the  state  tourism  representatives. 


Matching  Grants  Awarded  During  Calendar  Year  1974 


Grantee  (by  state) 


Federal 
Share 


Project 


Alabama 

State  of  Alabama 

Bureau  of  Publicity  and  Information 

Alaska 

State  of  Alaska 
Division  of  Tourism 

Arizona 

Arizona  Hotel  and  Motel  Association 


$4,943         Advertising  in  Canada 


$3,897        Advertising  in  Western  Canada 


$12,100        Advertising  in  Canada 


California 

Pan  American  Medical  Women's  $1,000 
Alliance,  San  Francisco 

Southern  California  Visitors  Council,  Los  Angeles         $32,500 

San  Francisco  Convention  and  Visitors  Bureau  $4,570 

San  Francisco  Convention  and  Visitors  Bureau  $5,000 

San  Francisco  Convention  and  Visitors  Bureau  $25,000 

San  Francisco  Convention  and  Visitors  Bureau  $1,950 

U.S.  Ski  Association,  San  Francisco  $4,000 


Simultaneous  translation  for  international  congress 

Advertising  in  Canada,  Mexico  and  United  King- 
dom 

Advertising  in  overseas  editions  of  Reader's  Digest 

Research  project  on  international  visitor  statistics 

Advertising  in  the  United  Kingdom,  France,  West 
Germany  and  Canada 

Simultaneous  translation  for  Distipress  Congress 

Simultaneous  translation  for  international  congress 
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Colorado 

National  Academy  of  Sciences,  Denver 

District  of  Columbia 

American  Institute  of  Homeopathy,   Washington, 
D.C. 

International  Federation  of  Surveyors,  Washington, 
D.C. 

International  Federation  of  Library  Associations, 
Washington,  D.C. 

Florida 

Town  of  Surfside 

International  Academy  of  Cytology,  Bal  Harbor 

Pensacola-Escambia  Development  Commission 

State  of  Florida 
Department  of  Tourism 

State  of  Florida 
Department  of  Tourism 

Town  of  Surfside 

Miami/Metro  Department  of  Tourism 

Miami  Beach  Tourist  Development  Authority 

Hawaii 

State  of  Hawaii 
Hawaii  Visitors  Bureau 

State  of  Hawaii 
Hawaii  Visitors  Bureau 

Illinois 

9th  International  Congress  of  Anthropological  and 
Ethnological  Sciences,  Chicago 

Chicago  Convention  and  Visitors  Bureau 

Chicago  Convention  and  Visitors  Bureau 
International  College  of  Digestive  Surgery,  Chicago 

Iowa 

State  of  Iowa 

Travel  Development  Division 

Kentucky 

Commonwealth  of  Kentucky 
Department  of  Public  Information 

Louisiana 

State  of  Louisiana 

Tourist  Development  Commission 

Greater  New  Orleans  Tourist  and  Convention  Com- 
mission 


$6,000  Simultaneous  translation  for  international  congress 

$5,055  Simultaneous  translation  for  international  congress 

$8,000  Simultaneous  translation  for  international  congress 

$5,500  Simultaneous  translation  for  international  congress 

$10,000  Advertising  in  Canada  and  Mexico 

$5,800  Simultaneous  translation  for  international  congress 

$4,500  Advertising  in  Canada 

$100,000  Advertising  in  Canada,  fall  and  winter 

$10,500  Advertising  in  Canada,  summer  and  fall 

$13,740  Advertising  in  Canada  and  Mexico 

$12,500  Advertising  in  Canada 

$12,500  Advertising  in  Canada 

$29,503  Tour  development  promotion  mission  to  Canada 

$9,500  Research  project 

$6,470  Simultaneous  translation  for  international  congress 

$6,042  Advertising  in  Render's  Digest  in  France,  Mexico, 
Japan,  West  Germany  and  United  Kingdom 

$12,500  Foreign  language  brochure 

$5,000  Simultaneous  translation  for  international  congress 


$10,000        Advertising,  research,  and  people-to-people  promo- 
tion in  Canada 


$1,877         Advertising  in  Canada 


$10,000 


$8,000 


Advertising  in  Canada 
Advertising  in  Canada 
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World's  Poultry  Science  Association,  New  Orleans 

State  of  Louisiana 

Tourist  Development  Commission 

State  of  Louisiana 

Tourist  Development  Commission 

State  of  Louisiana 

Tourist  Development  Commission 

Greater  New  Orleans  Tourist  and  Convention  Com- 
mission 

Maine 

State  of  Maine,  Department  of  Commerce  and  In- 
dustry 

Michigan 

Metropolitan  Detroit  Convention  and  Visitors  Bu- 
reau 

State  of  Michigan 
Department  of  Commerce 

Minnesota 

Duluth  Convention  and  Visitors  Bureau 

Mississippi 

State  of  Mississippi 
Department  of  Commerce 

New  Jersey 

State  of  New  Jersey 

Division  of  Economic  Development 

New  York 

Sullivan  County 

Jefferson  County,  Thousand  Islands  International 
Council 

State  of  New  York 
Department  of  Commerce 

Saratoga  County 

International  College  of  Oral  Implantologists,  New 
York  City 

Warren  County 

Clinton  County 

New  York  City  Convention  and  Visitors  Bureau 

Essex,  St.  Lawrence,  Franklin  and  Hamilton  coun- 
ties 

Erie  County 

State  of  New  York 
Department  of  Commerce 

Essex  County 

Essex  County 

Warren  County 


$10,000  Simultaneous  translation  for  international  congress 

$14,791  Advertising  in  Canada 

$15,000  Advertising  in  Mexico 

$15,000  Advertising  in  France 

$5,000  Advertising  in  Canada 

$20,000  Advertising  in  Canada 


$5,389        Advertising  inReader's  Digest  in  United  Kingdom, 
France,  Japan,  West  Germany  and  Mexico 

$7,500        Advertising  in  Canada 


$25,658        Advertising  in  Canada 
$4,943         Advertising  in  Canada 

$5,000        Advertising  in  Canada 


$10,735  Advertising  in  Canada 

$10,000  Advertising  in  Canada 

$50,000  Advertising  in  Canada 

$10,000  Advertising  in  Canada 

$5,000  Simultaneous  translation  for  international  congress 

$17,000  Advertising  in  Canada 

$10,000  Advertising  in  Canada 

$10,208  Slide  show  production;  presentations  in  France, 
West  Germany  and  United  Kingdom 

$25,000  Advertising  in  Canada 

$12,382  News  media  promotion 

$26,248  Travel  trade  advertising  in  France,  West  Germany 
and  United  Kingdom 

$5,000  Advertising  in  Canada,  winter 

$15,000  Advertising  in  Canada,  spring  and  summer 

$11,250  Advertising  in  Canada 
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North  Carolina 

State  of  North  Carolina 

Division  of  Economic  Development 

North  Dakota 

State  of  North  Dakota 
Travel  Division 

Ohio 

Cleveland  Convention  and  Visitors  Bureau 

Pennsylvania 

8th  International  Congress  of  Child  Psychiatry, 
Philadelphia 

Philadelphia  Council  for  International  Visitors 

Puerto  Rico 

Commonwealth  of  Puerto  Rico 
Tourism  Development  Company 

Texas 

University  of  Texas 

Bureau  of  Business  Research 

State  of  Texas 

Tourist  Development  Agency 

Vermont 

State  of  Vermont,   Agency  of  Development  and 
Community  Affairs 

State  of  Vermont,   Agency  of  Development  and 
Community  Affairs 

Virginia 

Commonwealth  of  Virginia 
State  Travel  Service 

West  Virginia 

State  of  West  Virginia 
Department  of  Commerce 

MULTI-STATE  GRANTEES 

North  Dakota,  South  Dakota  and  Montana 

Old  West  Trail  Foundation 
Old  West  Trail  Foundation 

Colorado,  Wyoming,  New  Mexico  and  Utah 

Ski  the  Rockies 
Ski  the  Rockies 

Indiana,  Kentucky  and  Illinois 

Lincoln  Heritage  Trail  Foundation 


$30,000  Advertising  in  Canada 

$4,500  Advertising  in  Canada 

$1,550  Advertising  in  Reader's  Digest  in  Canada 

$10,000  Simultaneous  translation  for  international  congress 

$23,626  Bicentennial  visitor  services  project 

$25,000  Advertising  in  Canada 

$9,367  Research  project 

$18,833  Advertising  in  Canada 

$15,416  Advertising  in  Canada 

$24,300  Advertising  in  Canada 

$11,152  Advertising  in  Canada 

$4,943  Advertising  in  Canada 


$30,000  Advertising  in  Canada 

$46,000  Advertising  in  Canada 

$4,820  Advertising  in  Canada 

$2,916  Advertising  in  Mexico 

$20,000  Regional  film  project 
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Office  of  Research 
and  Analysis  .  .  . 

.  .  .  gathers,  analyzes  and  circulates 
international  travel  data  used  in 
planning  and  evaluating  USTS  pro- 
grams and  projects.  Economic,  market- 
ing and  statistical  information  is  ob- 
tained through  original  research  and 
extracted  from  existing  government 
forms. 

Studies  issued  by  USTS  describe 
international  traveler  and  trip  charac- 
teristics; interpret  social  and  eco- 
nomic influences  on  tourism;  and  as- 
sess travel  trends  to  the  United  States 
and  to  competing  destinations. 

Special  research  techniques  used 
by  the  Office  of  Research  and  Analy- 
sis broaden  the  scope  and  improve 
the  quality  of  useful  travel  informa- 
tion. This  data  is  available  to  mem- 
bers of  the  travel  industry  as  well  as 
to  USTS  offices. 

Office  of  Research  and  Analysis 
prepares  USTS  background  reports 
and  position  papers  for  intergovern- 
mental and  international  meetings 
dealing  with  tourism. 
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1974  International  Travel 
Highlights 

International  tourism  continues 
to  be  one  of  the  largest  single  factors 
in  world  trade.  Worldwide  receipts 
totaling  an  estimated  $29  billion  in 
1974  resulted  from  209.2  million  vis- 
its to  major  tourism  nations. 

Of  this  worldwide  market,  the 
USA,  one  of  the  largest  tourism- 
receiving  and  -generating  nations  in 
the  world,  received  a  6.7  percent 
share  of  total  arrivals  and  a  16.1  per- 
cent share  of  total  receipts. 


Overview 

During  1974,  the  USA  was  host 
to  14,123,047  arrivals,  a  1.2  percent 
gain  over  1973's  13.95  million  visi- 
tors. These  international  visitors  to 
the  United  States  in  1974  represented 


a  "temporary  population"  larger  than 
that  of  48  of  the  50  states. 

The  top  six  tourism-generating 
countries  to  the  USA  in  1974  were: 
Canada,  Mexico,  Japan,  the  United 
Kingdom,  West  Germany  and  France. 
These  six  nations  were  the  source  of 
86  percent  of  the  international  tour- 
ists to  the  USA  and  75  percent  of  the 
dollar  earnings  from  international 
tourism.  Collectively,  they  account 
for  about  64  percent  of  the  USA's 
potential  visitors  from  all  parts  of  the 
world. 

It  is  significant  that  1974  arrivals 
in  the  United  States  increased  even 
slightly  over  the  number  of  visitors 
in  1973.  While  international  travel  to 
the  United  States  rose  just  1.2  per- 
cent over  the  previous  year,  world- 
wide international  arrivals  declined 
nearly  three  percent.  This  global  de- 
cline in  1974  was  the  first  in  re- 
corded tourism  history. 


Unusually  large  increases  in 
1973  travel  volume  are  attributed  to 
several  positive  factors:  increased 
GNP,  per  capita  income  and  disposa- 
ble income;  increased  leisure  time; 
increased  promotional  efforts  of  gov- 
ernments and  private  industry,  in- 
cluding the  development  of  new  pro- 
grams which  facilitated  mass  travel; 
currency  revaluations;  and  a  general 
increase  in  the  educational  level  and 
cultural  awareness  which  motivated 
people  to  see  new  places,  learn  about 
different  ways  of  life  and  experience 
new  things. 

In  contrast,  the  growth  of  inter- 
national travel  generally,  and  travel 
to  the  USA  specifically,  slowed  per- 
ceptibly in  1974  because  economic 
and  political  changes  in  major  mar- 
ket-nations created  uncertainty  and 
affected  consumer  confidence. 


Top  Ten  Tourist  Generating  Countries 

Calendar  Years  1974  and  1973 


Country 


Calendar  Year  1974 


Rank 


Number  of 

Arrivals 

Ran 

8,664,619 

01 

1,840,849 

02 

763,215 

03 

450,077 

04 

295,873 

05 

165,703 

06 

113,418 

08 

109,210 

07 

91,902 

09 

88,611 

10 

rear  1973 

1974 

1973 

Percent 

Percent 

Share  of 

Share  of 

Number  of 

Percent 

Total 

Total 

Arrivals 

Change 

Arrivals 

Arrivals 

8,808,724 

-    1.6 

61.4 

63.1 

1,619,451 

+  13.7 

13.0 

11.6 

638,330 

+  19.6 

5.4 

4.6 

479,357 

-    6.1 

3.2 

3.4 

331,922 

-10.9 

2.1 

2.4 

189.385 

-12.5 

1.2 

1.4 

109,160 

+    3.9 

0.8 

0.8 

119,595 

-    8.7 

0.8 

0.9 

103.594 

-11.3 

0.7 

0.7 

80.647 

+    9.9 

0.6 

0.6 

Canada 

Mexico 

Japan 

United  Kingdom 

West  Germany 

France 

Australia 

Italy 

Bahamas 

Venezuela 


01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
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Inflation  rates  during  1974,  for 
example,  were  estimated  to  be  25 
percent  in  Japan,  17  percent  in  the 
United  Kingdom,  14  percent  in 
France  and  seven  percent  in  West 
Germany.  Inflation  of  this  magnitude 
erodes  purchasing  power  and  re- 
duces the  disposable  income  of  those 
wishing  to  take  international  trips. 

In  addition,  the  world  energy 
crisis  and  economic  difficulties  at- 
tributed to  high  fuel  prices  and  short- 
ages affected  major  tourist-generating 
countries  and  travel-related  indus- 
tries such  as  international  air  car- 
riers. 

During  1974,  air  fares  spiraled 
upward.  North  Atlantic  air  fares,  for 
example,  rose  four  times,  an  average 
of  nine  percent  each  time.  In  addition 
to  these  increases,  youth  and  family 
fares  were  eliminated  in  1974. 

Consumer  confidence  was  fur- 
ther undermined  when  French,  Brit- 
ish and  Japanese  governments  sug- 
gested the  possibility  of  placing  re- 
strictions on  the  amount  of  currency 
that  could  be  used  for  foreign  travel. 

In  an  effort  to  reduce  that  na- 
tion's travel  balance  of  payments  def- 
icit, Japan  did  reduce  the  ceiling  on 
travel  currency  taken  abroad  from 
$3,000  to  $1,500. 


International  Travel  to  the  USA 

Of  the  14.1  million  visitors  to  the 
USA  in  1974,  more  than  8.6  million, 
or  61  percent  of  the  total,  arrived 
from  Canada.  This  figure  represents  a 
nearly  two  percent  decrease  from  the 
1973  level  of  8.8  million. 

Mexican  arrivals,  on  the  other 
hand,  which  accounted  for  13  per- 
cent of  the  USA's  total  visitors,  num- 
bered 1.84  million,  an  increase  of  14 
percent  over  1973. 

Arrivals  from  overseas  countries, 
which  accounted  for  the  remaining 
26  percent  of  total  visitors,  numbered 
3.6  million  in  1974,  an  increase  of 
three  percent  over  1973's  figures. 

International  visitors  from  all  na- 
tions spent  approximately  $4.69  bil- 
lion (including  transportation)  in  the 
United  States  in  1974,  an  increase  of 
17  percent  over  1973. 

Every  international  visitor  arriv- 
ing in  the  United  States  last  year  was 
a  "living  $332  export."  In  1974,  tour- 
ism to  this  Nation  represented  ap- 
proximately five  percent  of  the  USA's 
total  exports. 

U.S.  Travel  Abroad 

Many  of  the  factors  which  af- 
fected international  travel  to  the  USA 
also  affected  U.S.  travel  abroad.  In 
1974,  an  estimated  23.77  million 
Americans  traveled  abroad,  repre- 
senting a  four  percent  decrease  from 
the  24.75  million  Americans  who 
visited  other  nations  in  1973. 

Americans  traveling  abroad 
spent  an  estimated  $7.64  billion  in 
1974,  an  eight  percent  increase  over 
the  $7,074  billion  spent  in  1973. 


Travel  Dollar  Deficit 

With  the  decrease  in  U.S.  travel 
abroad,  and  the  increase  in  foreign 
travel  to  the  USA,  the  Nation's  travel 
deficit  decreased  in  1974  for  the  sec- 
ond year  in  a  row. 

Currently,  the  1974  travel  defi- 
cit— the  difference  between  the 
amount  spent  by  Americans  traveling 
abroad  and  the  amount  spent  in  the 
USA  by  international  visitors — is 
projected  to  be  $2.95  billion,  a  four 
percent  decrease  from  the  $3.1  bil- 
lion deficit  recorded  in  1973. 

This  represents  the  first  time 
since  1971  that  the  travel  deficit  has 
dropped  under  $3  billion. 

Employment  and  Taxes 

Demand  for  goods  and  services 
directly  attributable  to  international 
tourism  was  estimated  to  have  sup- 
ported 313,000  American  jobs  in 
1974. 

Spending  by  visitors  from  abroad 
provided  about  $340  million  in  local, 
state  and  federal  taxes. 
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U.S.  SHARE  OF  TOTAL  INTERNATIONAL  TRAVEL  MARKET 

VISITORS  AND  DOLLARS  1960-1974 


Total  International  Travel 


International  Travel  to  the  United  States 


U.S.   Share   of  In- 
ternational Travel 


Year 

Inter- 
national 
Tourist 
Arrivals 
in 
Millions  a 

Percent 
Change 
Prev.  Yr. 

Inter- 
national 
Tourist 
Receipts 

in 
Billions  b 

Percent 
Change 
Prev.  Yr. 

Arrivals 
in  the 
U.S.  in 

Millions 

Percent 
Change 
Prev.  Yr. 

U.S. 
Travel 
Receipts 

in 
Millions  c 

Percent 
Change 
Prev.  Yr. 

Share  of 

Total 
Number 

in 
Percent 

Share  of 
Total 
Dollars 

in 
Percent 

1960 

71.2 



$  6.8 

— 

5.6 

— 

$1,025 

— 

7.8 

15.1 

1961 

75.3 

+    5.8 

7.3 

+    7.4 

6.3 

+  13.9 

1,057 

+    3.1 

8.4 

14.5 

1962 

81.4 

+   8.1 

7.8 

+   6.9 

5.9 

(-6.8) 

1,070 

+    1.2 

7.2 

13.4 

1963 

93.0 

+  14.3 

8.3 

+   6.4 

6.1 

+   3.8 

1,133 

+   5.9 

6.6 

12.9 

1964 

108.0 

+  16.1 

9.6 

+  15.7 

6.6 

+   8.1 

1,357 

+  19.8 

6.1 

13.6 

1965 

115.5 

+   6.9 

11.0 

+  14.6 

7.8 

+  19.0 

1,545 

+  13.9 

6.8 

13.8 

1966 

130.8 

+  13.3 

12.5 

+  13.6 

9.1 

+  15.5 

1,785 

+  15.5 

6.9 

14.1 

1967 

139.5 

+   6.7 

13.4 

+    7.2 

10.0 

+  10.1 

1,881 

+   5.4 

6.9 

13.9 

1968 

139.7 

+   0.1 

13.8 

+    3.0 

10.8 

+   8.3 

2,035 

+   8.2 

7.8 

14.5 

1969 

154.1 

+  10.3 

15.4 

+  11.6 

12.4 

+  14.6 

2,361 

+  16.0 

8.1 

15.2 

1970  (r) 

168.4 

+   9.3 

17.9 

+  16.2 

13.1 

+   6.0 

2,707 

+  14.7 

7.8 

15.1 

1971  (r) 

181.5 

+    7.8 

20.9(r) 

+  16.8 

13.6 

+    3.7 

2,871 

+   6.9 

7.6 

13.7 

1972 

198.0 

+   9.1 

24.2(r) 

+  15.8 

13.1 

(i 

3,211 

+  11.0 

6.6 

13.3 

1973 

215.0 

+   8.6 

27.6 

+  14.0 

14.0 

+    6.8 

3,994* 

+  24.4 

6.5 

14.3 

1974 

209.2 

(-    2.7) 

29.0 

+    5.1 

14.1 

+    1.2 

4,691 

+  17.4 

6.7 

16.1 

(r)  =  revised  figure 
■    a  Based  on  statistics  of  international  tourist  arrivals  at  frontiers  or  in  accommodations  reported  on  a  regular  basis  to  the  IUOTO 
Secretariat. 

"  Based  on  international  tourist  receipts  statistics  reported  on  a  regular  basis  to  the  IUOTO  Secretariat.  These  tourist  receipts  are 
supposed  to  exclude  international  fare  payments,  but  often  times  do  not. 

c  Includes  fare  payments. 

"  Data  are  not  comparable  to  1971  due  to  a  change  in  the  reporting  methods  of  Statistics  Canada. 

*  Estimate  based  on  data  from  the  Bureau  of  Economic  Analysis 

SOURCE:  United  States  Travel  Service  based  on  data  from  the  International  Union  of  Official  Travel  Organizations.  Economic  Review  of 
World  Tourism,  1974  Edition,  the  Bureau  of  Economic  Analysis,  the  Immigration  and  Naturalization  Service  and  Statistics 
Canada. 

U.S.  Travel  Receipts  and  Expenditures 

1960-1974 


Tourism  Receipts  &  Expenditures  Including  Transporta- 
tion 

'<  Chg  Prev.  ' ,  Chg  Prev. 

Year  Receipts  Yr.  Expenditure  Yr.  Balance 


Tourism  Receipts  and  Expenditures  Excluding  Transportation 


'<  Chg  Prev.  'i  Chg  Prev. 

Receipts  Yr.  Expenditures  Yr. 


Balance 


Trans  Re- 
ceipts 


Change 


($  millions) 


($  millions) 


1960 
1961 
1962 
1963 
1964 
1965 
1966 
1967 
1968 
1969 
1970 
1971 
1972 
1973 
1974 


$1,025 
1,057 
1,070 
1,133 
1,357 
1,545 
1,785 
1,881 
2,035 
2,361 
2,707 
2,871 
3,211 
3,994 
4,691 


+    3.1 

+  1.2 
+  5.9 
+  19.8 
+  13.9 
+  15.5 
+  5.4 
+  8.2 
+  16.0 
+  14.7 
+  6.1 
+  11.8 
+  24.4 
+  17.5 


$2,255 
2,292 
2,514 
2,729 
2,856 
3,158 
3,412 
4,037 
3,915 
4,487 
5,184 
5,601 
6,540 
7,074 
7,643 


+  1.6 
+  9.7 
+  8.6 
+  4.7 
+  10.6 
+  8.0 
+  18.3 
(-  3.0) 
+  14.6 
+  15.5 
+  8.0 
+  16.8 
+  8.2 
+    8.2 


-1,230 
-1,235 
-1,444 
-1,596 
-1,499 
-1,613 
-1,627 
-2,156 
-1,880 
-2,126 
-2,477 
-2,730 
-3,329 
-3,080 
-2,952 


$ 


919 
947 
957 
1,015 
1,207 
1,380 
1,590 
1,646 
1,775 
2,058 
2,330 
2,446 
2,717 
3,276 
3,866 


+    3.1 
+    1.1 
+   6.1 
+  18.9 
+  14.3 
+  15.2 
+   3. 
+    7. 
+  15. 
+  13. 
+    5. 
+  11. 
+  21.1 
+  18.0 


$1,750 
1,785 
1,939 
2,114 
2,211 
2,438 
2,657 
3,207 
3,030 
3,407 
3,969 
4,311 
4,944 
5,407 
5.843 


2.0 
8.6 
.0 
.6 
.3 
.0 
.7 
.5] 


+   9. 

+  4. 
+  10. 
+  9. 
+  20. 
(-  5.  . 
+  12.4 
+  16.5 
+  8.6 
+  14.7 
+  8.6 
+   8.1 


-  831 

-  838 

-  982 
-1,099 
-1.004 
-1,058 
-1,067 

1,561 
1,255 
1,349 
1,639 
1,865 
2,227 
2.131 
1,977 


$106 
110 
113 
118 
150 
165 
195 
235 
260 
303 
377 
425 
494 
718 
825 


+  3.8 
+  Z.7 
+  4.4 
+  27.1 
+  10.1 
+  18.8 
+  20.5 
+  10.6 
+  16.2 
+  24.4 
+  12.7 
+  16.2 
+  45.3 
+  14.9 


SOURCE:    United  States  Travel  Service  based  on  data  from  the  U.S.  Department  of  Commerce,  Bureau  of  Economic  Analysis,  the  U.S. 
Department  of  Justice.  Immigration  &  Naturalization  Service,  and  Statistics  Canada. 


35 


Bibliography  of  USTS 
Research  Publications 

The  following  USTS  research  re- 
ports are  available  from  the  Office  of 
Research  and  Analysis: 

Highlights  of  a  Study  of  British 
Travel  Habits  and  Patterns 
(Volume  2) 
September  1972 

This  paper  highlights  the  find- 
ings of  a  survey  conducted  among 
residents  of  the  United  Kingdom  dur- 
ing the  winter  of  1971—1972  to  de- 
termine the  incidence  of  interna- 
tional travel  in  the  population  as  well 
as  the  characteristics,  travel  attitudes, 
preferences  and  patterns  of  British 
international  travelers. 

A  three-stage  area  cluster  proba- 
bility sample  was  used  to  randomly 
select  adults  18  years  of  age  and  over 
residing  in  England,  Wales  and  Scot- 
land. Demographic  data  and  inci- 
dence of  travel  in  the  general  popula- 
tion (by  long-distance,  short-distance 
and  domestic  travelers)  was  based  on 
11,954  interviews.  Data  on  character- 
istics of  trips  to  the  U.S.  as  well  as 
general  attitudes  and  preferences  for 
international  travel  were  based  on 
1,836  interviews. 

Travel  Patterns  of  Foreign  Visitor 
Arrivals  (Form  1-94  Analysis) 
Annual 

This  is  an  annual  report  consist- 
ing of  four  summary  tables  detailing 
marketing  information  on  character- 
istics and  travel  patterns  of  visitors 
from  152  metropolitan  areas  in  24 
key  tourist-generating  countries.  Ta- 
bles indicate  purpose  of  trip,  median 
length  of  stay,  age  of  traveler,  flag  of 
carrier,  country  of  embarkation,  port 
of  U.S.  entry,  first  destination  in  the 
U.S.  and  port  of  departure. 


Summary  and  Analysis  of 
International  Travel  to  the  United 
States 
Monthly 

This  report  includes  statistics  on 
visitor  arrivals  to  the  USA  and  mar- 
ket analysis  of  international  travel  by 
residents  of  foreign  countries.  In  ad- 
dition, each  month  a  different  tourist- 
generating  country  is  analyzed  in 
terms  of  the  traveling  characteristics 
of  its  nationals.  The  report  is  based 
on  secondary  data  sources  and  an 
analysis  of  government  entry  form  I- 
94.  (Monthly  reports  are  available  be- 
ginning with  the  January  1971  edi- 
tion.) 

Arrivals  and  Departures  by 

Selected  Ports 

Annual 

This  annual  publication  includes 
tables  and  an  interpretative  analysis 
of  foreign  visitors  by  their  country  of 
residence,  port  of  entry  and  purpose 
of  trip  as  well  as  providing  data  on 
Americans  traveling  abroad  by  flag 
carrier  and  country  of  debarkation. 
All  tables  were  developed  from  gov- 
ernment entry  forms  (1-94)  and  U.S. 
passenger  departure  forms  (1-92). 
This  series  began  in  1969. 

Foreign  Visitor  Arrivals:  1964 — 
1974 

This  two-page  leaflet  contains  an 
11-year  history  of  travel  to  the  USA 
by  country  of  permanent  residence  of 
visitors.  It  also  provides  the  percent- 
change  in  the  number  of  visitors  for 
1964  through  1974. 


Market  Potential  Index 
September  1970 

This  report  provides  a  concep- 
tual framework  to  delineate  factors 
which  help  explain  variations  in 
travel  to  the  USA  from  selected  coun- 
tries. Through  a  series  of  index  num- 
bers, this  model  ranks  countries  in 
terms  of  their  VISIT  USA  visitor  po- 
tential. 

Inventory  of  Federal  Tourism 

Programs 

May  1970 

This  report  provides  information 
on  the  number  of  Federal  agency  par- 
ticipants in  the  travel/recreation  area 
and  indicates  the  nature  and  charac- 
ter of  the  participation. 

Impact  of  the  Energy  Crisis  on 
Canadian  Travel  to  the  United 
States 
1974 

A  series  of  studies  is  being  con- 
ducted to  determine  what  impact  the 
current  energy  crisis,  with  fuel  short- 
ages and  rising  prices,  is  having  on 
Canadian  travel  intentions. 

Waves  I,  II,  III  and  IV  are  pres- 
ently available. 

A  Study  of  Canadian  Market  for 
United  States  Travel 
December  1973 

This  report  provides  data  on  the 
nature  of  the  Canadian  market  and 
areas  possessing  the  greatest  poten- 
tial for  increased  U.S.  promotional 
efforts.  The  objectives  of  the  study 
were  to  incorporate  all  existing  sec- 
ondary source  material  on  the  market 
from  1968  through  1972. 
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Vacation  Travel  by  Canadians 
Annual 

This  series  of  annual  surveys  de- 
scribes Canadian  vacations  and  vaca- 
tion trip  habits  generally,  as  well  as 
those  pertinent  to  the  United  States. 
The  most  recent  survey  covers  1972 
data  and  is  based  on  a  national  prob- 
ability sample.  The  1972  study  in- 
cludes information  on  Canadian  va- 
cation expenditures  which  previous 
studies  did  not  include.  In  1972, 
6,215  personal  interviews  were  con- 
ducted. 

A  Study  of  the  VISIT  USA 
Exhibition  in  Paris 
April-September  1974 

From  June  13  to  July  7,  1974,  a 
total  of  524  personal  interviews  were 
conducted  with  visitors  to  the  VISIT 
USA  exhibit  in  Paris,  France,  to 
measure  attitudes  toward  the  United 
States  before  seeing  the  exhibit;  to 
determine  demographic  characteris- 
tics of  viewers;  to  measure  attitude 
change  as  a  result  of  viewing  the 
movie  and  perceptions  of  advertising 
related  to  the  United  States. 

A  Study  of  the  VISIT  USA  Exhibit  in 
Guadalajara,  Mexico 
April-June  1972 

From  April  1972  to  June  1972, 
personal  interviews  were  conducted 
with  334  individuals  who  toured  the 
VISIT  USA  exhibit  in  Guadalajara, 
Mexico,  to  measure  attitudes  toward 
the  United  States,  both  before  and 
after  viewing  the  movie;  to  measure 
demographic  characteristics  of  the 
viewing  audience;  and  to  obtain 
names  and  addresses  of  sample  re- 
spondents to  be  used  in  a  follow-up 
study  measuring  travel  behavior  sev- 
eral months  after  the  movie. 


A  Study  of  the  VISIT  USA  Exhibit  in 

Mexico  City 

December  1971 -March  1972 

From  December  1971  to  March 
1972,  personal  interviews  were  con- 
ducted with  500  individuals  who 
toured  the  VISIT  USA  exhibit  in 
Mexico  City  to  measure  public  atti- 
tudes towards  the  USTS  exhibit,  to 
obtain  information  about  the  travel 
behavior  of  persons  who  toured  the 
exhibit,  to  measure  demographic 
characteristics  of  persons  attending 
the  exhibit,  and  to  measure  percep- 
tions of  advertising  related  to  touring 
the  United  States. 

Annual  Summary — International 
Travelers  to  the  United  States 

This  annual  publication  includes 
statistical  data  on  foreign  visitor  ar- 
rivals in  the  United  States  by  month 
and  cumulative-to-date  figures,  coun- 
try of  last  permanent  residence  and 
purpose  of  visit. 

Analysis  of  the  Discover  America 
Pow  Wow  and  Travel  Mart 
Annual 

This  series  began  in  1968.  The 
most  recent  publication  provides  in- 
formation on  the  Fifth  Annual  Dis- 
cover America  Pow  Wow  and  Travel 
Mart  held  in  Tucson,  Arizona,  in 
September  1973.  Consistent  with  pre- 
vious Pow  Wows,  the  most  important 
objectives  of  the  U.S.  participants  for 
attending  the  1973  Pow  Wow  were: 
to  establish  personal  contacts  with 
foreign  and  U.S.  travel  industry  rep- 
resentatives; to  familiarize  foreign 
agents  with  our  product  (e.g.,  areas, 
services,  facilities);  to  obtain  firm 
sales  commitments;  and  to  obtain  ex- 
posure. The  mart  was  attended  by 
273  foreign  tour  operators,  represent- 
ing 44  countries,  and  188  U.S.  com- 
panies. (Total  attendance  was  461  or- 
ganizations and  580  people.) 


A  Study  of  United  Kingdom  Travel 

Agents 

August  1974 

This  study  provides  information 
on  trade  patterns  among  British 
travel  agents,  national  tourist  offices 
and  tour  operators. 

The  following  USTS  research  reports 
are  available  from  National  Technical  In- 
formation Services,  5285  Port  Royal 
Road,  Springfield,  Virginia  22151. 

A  Study  of  British  Travel  Habits 
and  Patterns  (Volume  I) 
November  1971 

This  report  is  based  on  an  ex- 
ploratory study  assimilating  second- 
ary data  and  information  received 
from  personal  interviews  with  42  in- 
dividuals representing  38  British 
travel  trade  organizations.  The  report 
provides  information  on  (1)  the  struc- 
ture and  travel  patterns  of  the  British 
foreign  travel  market,  (2)  the  various 
traveling  segments  within  the  mar- 
ket, (3)  the  role  of  carriers  and  the 
producing  industry  and  (4)  specific 
data  vis-a-vis  the  United  States  as  a 
travel  destination. 
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A  Study  of  Mexican  Travel  Habits 
and  Patterns     . 
March  1971 

This  report  analyzes  the  findings 
from  a  national  probability  sample  of 
4,000  Mexican  residents  with  respect 
to  their  travel  patterns,  both  in  gen- 
eral and  with  specific  reference  to  the 
United  States;  attitudes  toward  and 
images  of  the  United  States  as  a 
travel  destination;  demographic  and 
trip  characteristics. 


The  following  USTS  research  reports 
are  available  from  the  Superintendent  of 
Documents,  U.S.  Government  Printing  Of- 
fice, Washington,  D.C.  20204. 


A  Study  of  German  Travel  Habits 
and  Patterns  (Volumes  1  and  2) 
September  1974 

Volume  1  provides  results  of  an 
exploratory  study  compiling  second- 
ary data  and  information  gained 
through  personal  interviews  with  or- 
ganizations and  individuals  in  or  re- 
lated to  the  travel  industry.  The  re- 
port attempts  to  discern  the  institu- 
tional character  and  direction  of  the 
tourism  industry  with  particular  ref- 
erence to  new  opportunities  for  the 
development  of  mass  tourism  to  the 
United  States. 

Volume  2  provides  data  on  the 
characteristics  of  trips  to  the  USA  as 
well  as  general  attitudes  and  prefer- 
ences for  international  travel. 

Both  volumes  are  presently 
available. 


A  Study  of  French  Travel  Habits 
and  Patterns  (Volumes  1  and  2) 
September  1974 

Volume  1  provides  data  on 
French  travelers,  indicating  their  per- 
sonal characteristics,  travel  patterns 
and  attitudes  of  both  current  and  po- 
tential French  tourists  to  the  United 
States. 

Volume  2  provides  data  on  the 
characteristics  of  trips  to  the  USA,  as 
well  as  general  attitudes  and  refer- 
ences for  international  travel.  High- 
lights of  both  volumes  are  presently 
available. 

A  Study  of  Japanese  Travel  Habits 
and  Patterns  (Volume  1) 
October  1972 

This  report,  the  first  phase  of  a 
comprehensive  study  investigating 
the  Japanese  travel  market,  is  based 
on  extensive  in-depth  interviews 
with  34  individuals  representing  26 
companies  and  organizations  in- 
volved in  travel  in  Japan  during  July 
1972.  The  report  provides  informa- 
tion on  (1)  social  expenditure  pat- 
terns and  the  demographic  structure 
of  the  market  and  their  relative  po- 
tential for  the  future,  (2j  the  structure 
of  the  sales  function  between  whole- 
salers and  retailers  in  the  travel  in- 
dustry, (3)  the  role  and  contribution 
of  carriers,  (4)  the  effects  of  dollar 
devaluation,  (5)  travel  patterns  to 
destinations  and  the  competition  per- 
ceived to  exist  among  destinations 
and  (6)  resumes  of  existing  studies  in 
the  field. 


A  Study  of  Japanese  Travel  Habits 
and  Patterns  (Volume  2) 
September  1974 

This  report,  the  second  volume 
of  a  comprehensive  study  investigat- 
ing the  Japanese  travel  market,  fo- 
cuses primarily  on  the  international 
travel  aspect,  although  a  small  num- 
ber of  domestic  travelers  were  inter- 
viewed in  order  to  assess  their  atti- 
tudes toward  international  travel  des- 
tinations. 

Initially,  16,644  interviews  were 
conducted  to  locate  international 
travelers  and  to  determine  their  inci- 
dence in  various  segments  of  the 
population.  Detailed  interviews  were 
later  conducted  with  1,865  travelers 
of  different  types. 

The  first  stage  of  the  interview- 
ing was  completed  in  the  fall  of  1972. 
The  second  stage  began  in  late  1972 
and  was  completed  in  February  1973. 
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Travel  Advisory  Board 
Members 
December  31,  1974 


Herbert  Blunck 

Senior  Vice  President 
Hilton  Hotels  Corporation 
16th  and  K  Streets,  N.W. 
Washington,  D.C.  20036 

Dan  A.  Colussy 

Senior  Vice  President — Passenger 

Marketing 
Pan  American  World  Airways 
Pan  Am  Building 
New  York,  New  York  10017 

Harold  L.  Graham 

Vice  President — Marketing 

(Amtrak) 
National  Railroad  Passenger 

Corporation 
955  L'Enfant  Plaza 
Washington,  D.C.  20024 

James  A.  Henderson 

Executive  Vice  President 
American  Express  Company 
65  Broadway 
New  York,  New  York  10006 

Winston  Morrow,  Jr. 

Chairman  and  President 
Avis,  Inc. 

900  Old  Country  Road 
Garden  City,  New  York  11530 

Robert  T.  Murphy 

Executive  Director  and  General 

Counsel 
Association  of  Local  Transport 

Airlines 
Suite  803 

1801  K  Street.  N.W. 
Washington,  D.C.  20006 

William  Patterson 

11  Fairview  Drive 
Westport,  Connecticut  06880 

Norman  |    Philion 

Senior  Vice  President 
Air  Transport  Association 
1709  New  York  Avenue,  N.W. 
Washington,  D.C.  20006 


David  M.  Reid 

Division  Director 

South  Carolina  Department  of  Parks, 

Recreation  and  Tourism 
Box  113  Edgar  A.  Brown  Building 
1205  Pendleton  Street 
Columbia,  South  Carolina  29201 

Patrick  R.  Sheridan 

President 

Gray  Line  Sight-seeing  Companies 

Association,  Inc. 
7  West  51st  Street 
New  York,  New  York  10019 

Robert  Sullivan 

San  Francisco  Convention  and 

Visitors  Bureau 
1 390  Market  Street 
San  Francisco,  California  94102 

William  D.  Toohey 

President 

Discover  America  Travel 

Organizations,  Inc. 
1100  Connecticut  Avenue,  N.W. 
Washington,  D.C.  20036 

Peter  Ueberroth 

c/o  TCI  Travel  Corporation 
16055  Ventura  Boulevard 
Encino,  California  91316 

Willis  G.  Lipscomb,  Ex-Officio 
Chenticleer 
Cove  Woods  Road 
Oyster  Bay,  Long  Island 
New  York,  New  York  11771 


VISIT  USA  Committees 
December  31,  1974 


Canada 

Gerry  Brander 

Vice  President/Travel  Projects 

McLean-Hunter,  Ltd. 

Alan  Crotty 

Director/Canada 

Thomas  Cook  and  Sons,  Ltd. 

George  Curley 

Vice  President/Marketing 

Wardair 

Neil  Gaskin 

Director 

Ontario  Motor  League 

Paddy  Priestman 
Director/Canada 
American  Airlines 

Ken  Slater 

Manager 

Esso  Touring  Service 

Roger  Jarman 

Field  Office  Director 

United  States  Travel  Service,  Toronto 

Mexico 

Miguel  A.  Araiza 
Commercial  Director 
AeroMexico 

Jaime  Barron 

General  Manager 

Texas  International,  Mexico 

Cesar  Bistrain 
Director 

Pan  American  World  Airways, 
Mexico 

Pedro  Brunner 

Vice  President  and  Director 

Holiday  Inns,  Mexico 

Francisco  Contreras 

President  and  General  Manager 

Eastern  Air  Lines,  Mexico 

Vernon  Dwelly 
Vice  President 
American  Express.  Mexico 

Raul  Fernandez 

Vice  President  and  General  Manager 

Hughes  Airwest.  Mexico 
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Jorge  Guerrero 
General  Manager 
Greyhound  de  Mexico 

Flavio  Mansi 

Vice  President 

Braniff  International,  Mexico 

Luis  Pasquel 

Vice  President  and  Manager 

Western  Airlines,  Mexico 

Jose  A.  Patino 
Vice  President/Sales 
Mexicana  Airlines 

Rafael  Resendiz 

Manager  Sales  and  Public  Relations 

American  Airlines,  Mexico 

Juan  Lopez  Silva 

Regional  Promotion  Manager 

Continental  Trailways,  Mexico 

William  Tappe 
Field  Office  Director 
United  States  Travel  Service/Mexico 
City 

Japan 

John  Courtright 
Vice  President/Pacific 
United  Airlines 

Merrick  Fowler 
Regional  Manager 
American  Airlines 

Lester  J.  Gilbert,  Jr. 
District  Sales  Manager 
Northwest  Orient  Airlines 

Tomoya  Iwasaki 

Manager,  International  Passengers 

Sales  Division 
Japan  Air  Lines 

E.  D.  Kaufman 

General  Manager/East  Asia 

Trans  World  Airlines 


Malcolm  McDonald 

Managing  Director,  Japan,  Korea, 

Guam  and  Trust  Territories  of  the 

Pacific  Islands 
Pan  American  World  Airways 

Yoshihiro  Okamoto 
Assistant  Vice  President 
Hilton  Hotels  Corporation 

Kazuo  Takiguchi 
District  Sales  Manager 
Greyhound  Lines,  Inc. 

Fritz  M.  Schmitz 

Field  Office  Director 

United  States  Travel  Service/Tokyo 

West  Germany 

John  Alexander 
Vice  President/Europe 
Overseas  National  Airlines 

Gustaf  Coontz 
Commercial  Counselor 
American  Embassy/Bonn 

Peter  Eberschweiler 

Resident  Vice  President/Germany 

American  Express  International,  Inc. 

Robert  H.  Harlan 
American  Consul  General 
American  Consulate  General/ 
Frankfurt 

George  Henry 

Chief,  Program  Division 

United  States  Information  Service 

American  Embassy/Bonn 

Peter  Koester 

Director  of  Sales/Germany, 

Switzerland,  Austria 
National  Airlines,  Inc. 

Hans-Joachim  Pastor 
Sales  Manager/Germany 
Deutsche  Lufthansa  A.  G. 


C.  W.  Runnette 

Regional  Managing  Director/Germany 

Pan  American  World  Airways 

Ulrich  Schubert 

European  Sales  Manager  for  North 

America 
Avis  Rent-A-Car  Gmbh 
Karl  Silberreis 
Passenger  Sales/Germany 
Trans  World  Airlines 

Walter  Stoehrer 

General  Manager  For  Tourism 

Deutsches  Reisebuero  Gmbh 

Paul  Sturms 

Director  of  Sales/Europe 

Hilton  Hotels  Corporation 

Karl  H.  Wimmer 
Managing  Director/Europe 
Greyhound  Lines,  Inc. 

Hans  Regh 
Field  Office  Director 
United  States  Travel  Service/ 
Frankfurt 

United  Kingdom 

Archie  Andrews 
Commercial  Counselor 
American  Embassy 

Harry  Collis 

General  Manager/Sales  Development 

British  Airways-Travel  Division 

Harry  Dalgaard 

Vice  President/Europe 

American  Airlines 

Ron  Davies 

Regional  Sales  Manager 

National  Airlines 

Ann  Eckstein 

United  States  Information  Service 

American  Embassy 

John  Harding 

Route  Sales  Manager/North  Atlantic 

British  Caledonian  Airways 

Bryan  Higgins 

Vice  President/Sales  and  Marketing 

Avis  Rent-a-Car 
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O.  T.  Hilton 

Sales  Promotion  Manager/Europe 

Greyhound  International 

Robert  Kark 

Manager/European  Sales 
Western  Airlines 

Larry  Langley 
General  Manager/UK 
Trans  World  Airlines 

Cecil  Moore 

Managing  Director/UK 

Pan  American  World  Airways 

Chris  Smart 

Assistant  Vice  President  Sales/Europe 

World  Airways 

John  Tomlinson 

Regional  Director/Marketing 

Loews  Hotels 

Sam  McGee 

Deputy  Director 

United  States  Travel  Service/London 

Beverley  E.  Miller 

Field  Office  Director 

United  States  Travel  Service/London 

France 

Jean-Louis  Barreau 

Director 

Continental  Trailways 

Michel  Bocage 
Sales  Manager 
Avis  Rent-A-Car 

Jean  Chalard 

Manager/USA  Agency  Sales 
Air  France 

Dean  Claussen 

Deputy  Director 

United  States  Information  Service 

Erastus  Corning  III 
Managing  Director,  France 
Pan  American  World  Airways 


Andre  Courbion 
Sales  Manager,  France 
Sheraton 

Jacques  Dutheil 

System  Sales  Manager,  France 

Holiday  Inns 

Jean  Forest 
Marketing  Manager 
Ramada  Hotels 

Jean-Louis  Garaud 

Area  Sales  Manager,  Western  Europe 

Eastern  Air  Lines 

Luis  Penalosa 

Sales  Manager,  France 

Greyhound  International 

Roger  Pigot 
Sales  Manager 
American  Airlines 

Harry  Quinn 
Chief/Visa  Section 
American  Embassy 

Daniel  Rebours 

District  Marketing  Manager 

National  Airlines 

Aldo  Rossi 

Manager  of  Sales,  France 

United  Airlines 


Patrick  Schmidt 
Sales  Manager 
Hertz  France 

Roland  Schoenahl 
Area  Manager,  France 
TraveLodge 

Daniel  Schultz 
General  Sales  Manager 
Trans  World  Airlines 

Paul  L.  Guidry 

Field  Office  Director 

United  States  Travel  Service/Paris 
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United  States  Travel  Service  Budget 

(in  thousands  of  dollars) 


1974  Actual 

1975  Estimate 

Permanent 

Permanent 

Positions 

Amount 

Positions 

Amount 

Promotion  of  Travel  to  the  USA 

Canada 

8 

$ 

864 

8 

$ 

719 

Mexico 

8 

358 

7 

419 

United  Kingdom 

9 

698 

9 

613 

France 

8 

785 

7 

673 

West  Germany 

8 

622 

8 

787 

Japan 

8 

738 

8 

735 

International  Convention 

Sales  Office 

0 

0 

2 

70 

Market  Development 

6 

249 

7 

155 

Advertising  and  Sales  Pro- 

motion 

9 

3,540 

9 

3,326 

Familiarization  Services 

5 

128 

5 

115 

Information  Services 

8 

242 

8 

226 

Expositions  and  Special  Proj- 

ects 

8 

151 

8 

175 

Subtotal 

85 

$ 

8,375 

86 

$ 

8,013 

Domestic  Tourist  Services  and 

Facilities 

Language  Facilities 

— 

$ 

87 

— 

$ 

285 

Visitor  Services 

4 

113 

4 

95 

Subtotal 

4 

$ 

200 

4 

$ 

380 

Industry  and  State  Programs 

Basic  Planning  Data 

7 

$ 

697 

7 

$ 

815 

Convention  and  Incentive 

Travel 

6 

265 

5 

200 

State/City  Liaison 

2 

21 

2 

43 

Matching  Funds  Program 

2 

542 

2 

522 

Subtotal 

17 

$ 

1,525 

16 

$ 

1,580 

Executive  Director 

18 

$ 

1,139 

18 

$ 

1,271 

TOTAL 

124 

$11,239 

124 

$11,244 
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